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HowloSteerClear = 
of Shelf-Warmer Brushes 


Standardize On Fast-Moving Woosters 












, 














That Buyers Everywhere Recognize As 





America’s Best Buy In Paint Brushes ! 























Thousands of retailers have standardized on Wooster 
Brushes. Customers know Wooster’s reliability. They 
find in this line a brush to fill every painting require- | 


‘ ment. They are aware that in Woosters they get genuine 






imported bristle, that in Woosters they secure the 






famous Foss-Setting which prevents bristle shedding. 







Steer clear of the shelf-warmers yourself! Tie in to the 


line that brings you quality brushes at reasonable price, 







that should show you faster turnover and better profits. 


Ask your Wooster distributor for more details today. 
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BOUND TO PLEASE— 
No tin strip hidden be- 
neath a paper-thin cover- i 
ing of leather! Wooster’s CHICK 
Leather-bound Stucco } Ma 
truly lives up to its name, like the 
having a wide thick gen- of Schic 
uine leather ferrule. Just os . 
hand one to a painter tising 

customer—and listen to pate in 
his praise. drive o 
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J. C. Blaser of Cleveland is 
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THE WOOSTER BRUSH CO. © WOOSTER, OHIO 4 4 wos 


















my 





ter 
1ey 
ire- 
ine 
the 
ng. 
the 
ice, 
fits. 


lay. 
















































THIS ONE IS 
BIGGER, HITS HARDER RIGHT 
IN GIFT SEASON... FATHER'S DAY 

— GRADUATIONS— 
WEDDING ANNIVERSARIES. 
BIGGER SALES OPPORTUNITIES! 





LAST TRADE-IN DRIVE 
SOLD OVER $2,000,000 
WORTH OF SHAVERS, 

BROUGHT IN THOUSANDS 

OF NEW CUSTOMERS! 










Again a Schick ‘“‘trade-in” drive 
to bring trade into your store! 





FOR AMY OLD RAZOR 


Straight-blade, safety or electric as a “trade-in” for new hi-speed Schick “Captain.” 


4 





DON’T DELAY, ACT RIGHT AWAY! 
Your local distributor now has stock. 


New customers for you. More business make the ‘‘trade-in’’ campaign a sure- 
for May and June. fire success for you. 







This amazing offer to your customers Total newspaper 











gets fast action, quick stock-turn, real circulation May and June. 12,325,466 

profit. No headaches for you either. Total messages............. 68,346,168 

Schick absorbs full cost of ‘‘trade-in’’. Total magazine 
circulation.............. 5,478,697 











You get your regular discount Total magesine 
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off retail price of $9.75 messages... . eee .10,957,394 
puso Big space newspaper ads in 65 news- GRAND TOTAL 
Sa papers and in national magazines will ADVERTISING MESSAGES 79,303,562 
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Spee 278 | ° ro penny 
Gcurcr’s consumer advertising breaks NET PRICE WITH WHISK-IT . 10.75 | POSTCARD AND 
NET PRICE GIFT KIT... . . 12.95 MAIL TODAY! 











May 2nd. You can cash in on big ads 




























































































like the one above by taking advantage | Schick Dry Shaver, Inc., Stamford, Conn. HA i 
of Schick 8 * 50-50 Cooperative Adver- : My jobber is 
tising Plan’’. Note: Schick will partici- Ship me at once on my order No.________the following: : 
ate in dealer ad costs on the trade-in 2 ; AE SES 
a : ; MODEL Gat; No; | NoiT Benda ter | cas. nap; | M010 Bends tors 
rive only on copy run after April 22nd. Normal Beard Tough Beard 4 
canoe 

SCHICK _ F 
GET IN EARLY, AVOID RUSH! “CAPTAIN” is ” : 
see ar ——s 
This highly improved hi-speed Schick | Af WHISKAT | 107 10 ‘ 
“Captain” Dry Shaver is going to be a “CAPTAIN” : 
red-hot hit through the spring gift season. GIFT KIT = - : 
Think. of birthdays, anniversaries, June a 
graduations, Father’s Day! What an oppor- Name. BOLO oN MS Aten ee 
tunity! You couldn’t ask for a better - a ebein ‘ 
“set-up” to knock down sales in a hurry. I ctnsc-<0nt;diddeccscncxcnacomcncconmaacnacaaneusasacsaanaaiaaamaesed 
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OU don’t have to draw on 
your imagination, nor 
think up any “line” for your 


customer when you sell the 
Goodyear line of Garden Hose. 


You start out with the tremen- 
dous advantage of The Great- 
est Name in Rubber—tops for 
quality the world over — on 
every length of hose in stock. 


You can satisfy every garden 
hose need, from the best pos- 
sible quality at the lowest pos- 
sible price, right up to the 
finest quality at any price. And 
in between you’ve got what it 


WERES A LINE OF 
WOSE THAT WEEDS 


takes to please people who want 
“something special” —be it 
“light” hose, “easy-to-handle” 
hose, or “something tough” 
to stand up year after year. 


So you’ve price, you’ve adapt- 
ability —and quality that no- 
body ever disputes. 


Isn't that exactly what you 


want? 


Write Goodyear, Akron, Ohio, 
or Los Angeles, California. 


THE GREATEST NAME 











HERE’S THE “MAIN LINE” 
IN GARDEN HOSE 


SUPERTWIST* CORD HOSE. A lightweight, yet 

* extremely durable hose that women and 

children can handle easily. Brown cover. 

Made with a reenforcement of the famous 
Supertwist cord. 


2 GLIDE* CORD HOSE. A good hose at a mod- 

* erate price. Ribbed red cover. Molded 
hose, reenforced with heavy double- 
braided cotton cords. Also available with 
black cover. 


PATHFINDER* CORD HOSE. High quality at 

* low price. Green cover. Heavy, single- 

braid, cotton-cord reenforcement. Also fur- 
nished with black cover. 


4. OAK* GARDEN HOSE. Designed expressly 

for the low-price market. Single-braid, 
cotton-cord reenforcement, corrugated dark 
brown cover. 


*T.M.'s The Goodyear Tire & Rubber Company 


IN RUBBER 
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WOULD YOU 
RATHER WRAP UP? 





— they come to you for hardware for a 
new house, you’re going to sell the butts 

to equip an average of eighteen doors. It’s 
squarely up to you whether you wrap up a 
package of 18 pairs — or a package of 27 pairs. 
You know that three butts on every door will 
provide real “Anti-Warp Insurance.” You 
know that it costs more to repair a single warped 
door than to put the third butt on every door in 
the house. You know that Stanley is telling 
these facts to architects and builders in domi- 
nant advertisements in the magazines they read. 
So — “Remember, Three Butts To A Door’— 
on 134” doors as well as 134” doors. Wrap up 
the larger package—every time—and collect your 
dividends in bigger profits and satisfied home- 
owners. The Stanley Works, New Britain, Conn. 


TANLEY 


Trade Mark 


REMEMBER...THREE BUTTS TO A DOOR 
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RAY-O-VAC’S GUARANTEED CELL 


E THE FLASHLIGHT CASE ) / 


RAY-O-VAC 


LEAKPROOF CELLS f 


Here’s the only flashlight cell that’s really 
different! It has all the qualities and sell- 
ing points of all other cells plus the ex- 
clusive guarantee (or a new flashlight 
free) that it will not swell, plug, stick or 
damage the case. Customers go for it! 


FR E COUNTER 

DISPLAY 
Unit package of 48 Ray-O-Vac Leak Proof 
Cells slashed to $3.12 dealer’s cost... 


provides full profit of 35%. Order from 
your wholesaler today. 


mem §« $ OR, Wa C€ O08. S 


RAY-O-VAC COMPANY 
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FTER ALL, performance is 
what really counts. Behind 
this fact lies the reason for the overwhelming 
preference for equipment powered by Briggs 
& Stratton 4-cycle gasoline motors. 


The day-after-day dependable performance 
record made by Briggs & Stratton gasoline 
Lilel Cole MEaloC MM olgoluil ohi-to MMe] alt(o(-1ge] 0] aol 7-1 ammolal) 
million buyers to select equipment powered by 
these motors — and the Briggs & Stratton 
trademark helped them buy with confidence. 


You will not only find it easier to sell equip- 
ment when it is powered by trouble - free Briggs 
& Stratton motors, but you will also know that 
these motors will “perform” for you — bring 
you customers, sales and profits—and add 


to your reputation for giving full value. 


BRIGGS & STRATTON CORP. 
MILWAUKEE, WISCONSIN, U.S.A. 











FH IDEDIPSTER DEPENDABLE WATER 
SUPPLIES - Backed by a 


of QUALITY, SERVICE = 


and FAIR TREATMENT 
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A COMPLETE LINE OF DEPENDABLE WATER 
SYSTEMS Styled to Sell—Built to Perform 


The addition of the new Ejector Water System for 
both shallow and deep wells completes the line of 
Dempster Water Systems. 


SHALLOW WELL PUMPS — Built in the most prac- 
tical and economical capacities of 250, 350, 500 and 
750 gallons per hour. Electric or gasoline motor driven. 
DEEP WELL PUMPS— Built in standard 6 in. and 9 in. 
strokes. Properly designed. Beautifully finished. Elec- 
tric or gasoline motor driven. 


EJECTOR PUMPS—For shallow or deep wells. Made 
in two general types—Parallel pipe system and Inner 
pipe system. Built in sizes 4, H.P. to 1 H.P. 

SUMP PUMP AND CELLAR DRAINER—Centrifugal 
Type. Electric drive. Fully automatic. 

WRITE TODAY for full details about Dempster de- 
pendable water systems and the profitable Dempster 
Dealer Plan. 





e@ Kight: Demp- 
ater Sump Pump 
and Cetlar 
Drainer 




































@ Above: Dempster Deep Well 
Water System 



























ae 
Sell the Complete Line of 
DEMESTER Sy enendalle Water Supplies 


To build a larger and more substantial business, sell the complete 
line of Dempster dependable water supplies, recognized for over 
62 years for quality leadership. This great line includes Windmills, 
Pumps and Cylinders, Tanks and Casing, Water Systems, Sump 
Pumps, Pump Jacks, Irrigation Equipment and Accessories. 


—— 
DEMPSTER MILL MFG. CO. 


Factory: Beatrice, Nebraska 


@ Above: Dempster Shallow Well BRANCHES: Omaha. Nebr.; Kansas City, Mo.; Des Moines, ltowa; Sioux Falls, 8. 0.; Denver, Cole.; 
Water System Oklahoma City, Okla.; Amarillo, Texas; San Antonio, Texas. 
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A few of many other reasons why 


women are saying: “I want a new Estate’ ¥ 


EXCLUSIVE MECHANICAL HAND. 
Slides the baking in 
and out of the oven. 


Saves stooping. Pre- 
vents burned fingers. 








NEW AIR-FLOW OVEN. Has all the 
perfect-baking qualities of the 
famous Estate “Fresh-Air” Oven, 
plus new speed and economy. 




















HANDY GRID-ALL. The origi- 
, nal table-top griddle plate 
|) for baking pancakes, and for 
> the quick and easy grilling of 
bacon, hamburgers, wieners, 
eggs, cubed steaks, etc. 





ESTATE ZsRANGES 





HURRY! This wonderful new way to cook has 
women all over America putting on their hats and 
heading for their Estate dealers. It’s the biggest 
gas range news in 10 years .. . the biggest profit 
opportunity for you since Estate invented the table- 
top range. Don’t wait. Write today for new cata- 
logue and powerful merchandising material to help 
you cash in, now, on this new lower-priced Estate 
line. The Estate Stove Company, Hamilton, Ohio. 


ESTATE —-THE “FUEL-PROOF” LINE OF COOKING AND HEATING APPLIANCES 
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SPRING 
SALES =} 
BOOSTER 4 





SELF SHARPENING 
Foop AND MEAT 


Retail Value 


No.1 . 
Regular Family 
Size 


$1.69 ea. 


No. 2 
Large Family 
Size 


$1.99 ea. 





DEAL No. 6 — 6 Choppers 
3 Each Nos. 1 and 2 
Dealers Cost Retail Value 


$7.36 $11.04 
DEAL No. 12 —12 Choppers 


6 Each Nos. 1 and 2 
Dealers Cost Retail Value 
$14.70 $22.08 


Included FREE in each deal are the same 
number of 25c Rubbermaid Table Protect- 
ors and Red, White, and Blue Price Tickets 
on Choppers. 


This Offer Expires May 15th 











LANDERS, FRARY & CLARK, 





May 20-25 Inclusive _ 











ai 





FREE “Rubbermaid” 
Table Protector 
and Attractive 
Gift Display 
Box 











The same concave-convex cutters that 
have made UNIVERSAL Food Choppers 
famous for 42 years. The same self-sharp- 
ening features. The same ‘bulge side 
body”’ and full throat that make easier 
feeding of meats and vegetables. The 
same beautifully tinned surface. 


FREE 


Wire Rack 
Display 
Stand 
No. 3202 
With No. 12 
Deal 
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BARREL SELECTOR 


OVER-and-UNDER 
- .22 Rifle and .410 Shotgun 


STEVENS No. 22-410 
to retail at $] 4a” 


we OW 








FIRST DOUBLE BARREL SHOTGUN 
with Stock and Fore-end of TENITE 
STEVENS No. 530M 


to retail at $22”: 







" MORE .22 RIFLE FOR THE MONEY 
Man-size, handsomely finished 
and extremely accurate. 


STEVENS-SPRINGFIELD 
illustrated 

No. 86, .22 Repeater. Tub- $] 1 45 

ular Magazine. to retail at 


No. 84 .22 Repeater. soo 
Clip Magazine _— to retail at 


No. 83 .22 Single Shot $00 
to retail at 5 


No. 15 Boy’s Size Single Shot $450 


to retail at 
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VALUES 


THAT INVITE 
MORE CUSTOMERS 
into YOUR STORE 


STEVE! 


Rifles and Shotguns 





2° Fascinating new sporting 
sae arms. Dependable Qual- 
ity. Amazingly low prices. 








A NATIONAL LEADER 
IN SHOTGUN VALUES 


Especially attractive to farm families. 
STEVENS-SPRINGFIELD 
No. 94 Single Barrel Shotgun 


Unique, bolt-action repeating shotguns. Selling in great 
Mlustrated 
95 
to retail at *] 2 
No. 38. .410 Bore. 
‘ $ 00 
3-Shot Clip Repeater to retail at 12 
Polished Case Hardened Box Frame. 


to retail at $g°° 
—_— F MORE SHOTS IN 
RAPID SUCCESSION 
numbers to farmers and vermin hunters everywhere. 
STEVENS-SPRINGFIELD 
No. 39. .410 Bore. 
6-Shot Repeater 
4-Shot Clip Repeater to retail at $] Oo” 
No. 238. 20 Gauge. 
-_— A “DOUBLE BARRELED” VALUE 
EVIDENT AT A GLANCE 
Handsome Walnut Stock. Beautifully 
STEVENS-SPRINGFIELD 
No. 311 Double Barrel 25 
Shotgun to retail at $22 
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Smart Men Everywhere 
4ou Save Money When 


. . » Here’s a way for any hardware 
merchant to increase his sales of all 
kinds of tools—without spending a 
cent! These colorful Crestoloy Cut- 
Out Displays will catch the attention 
of any tool buyer and help you sell 
more quality tools of every type. 
They’re yours for the asking, but the 
supply is limited—so fill out the 
coupon and mail it at once. 

Each set of Crestoloy Cut-Outs con- 
sists of three pieces in_ brilliant 


colors. Each piece is more than 10 








AND INCREASE YOUR SALES OF ALL TOOLS! 


CRESCENT TOOL COMPANY 











inches high, and is made from best 
grade 3-ply cardboard heavy enough 
to support a 10” Crestoloy wrench. 
As counter or window displays, they 
have the “stopping-power” that re- 
sults in added sales—and no expen- 


sive additional decorations are nec- 





essary. They will retain their pulling 
power and attractive appearance for 
months. While our supply lasts, two 
sets will be mailed to each dealer re- 
questing them—so send in the cou- 


pon below, today! 


JAMESTOWN, N. Y. Tri 


mak 
gall 


Con 


Inte 


ee te ee Gast Mail This Coapennn nnn nent n nna n ners 


Unit 









You’re right! We'd like to increase our sales of ALL kinds of tools. Please 
send us 2 sets of Crestoloy Cut-Out Displays without cost te us. 


CRESCENT TOOL CO. 
Jamestown, New York 
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TRADE MARK 


on this SPECIAL 
INTRODUCTORY 
OFFER! = 
6—25c Bottles of TAT 


VITAMIN Bi... 
for 50c in Cash 


... your cost 


TAT 


Act Quickly to Cash in 


worth $1.50 


.50 


Your Profit $1.00 


Only one per store. Offer positively expires 
April 30th. 





Trial size 


makes 100 size makes 800 makes 3200 
gallons. gallons. gallons, 

List 25¢ List $1.00 List $2.50 
Contains 1300 Contains Contains 
International 12,000 Inter- 48,000 Inter- 
Units. national Units national Units. 


Introductory 8 oz. Bottle 





Pint makes 
6400 gallons 
List $4.00 
Contains 
96,000 Inter 


national Units 












Quart makes 
12800 gallons 
List $7.00 
Contains 
192,000 Inter 
national Units 


BETTER HOMES AND GARDENS reports the 
following phenomenal results attained with Vitamin 
B1: 5 inch rosebuds, daffodils bigger than a salad 
plate, snapdragons 6 feet tall, roses transplanted 
while flowering, deeper grass roots for lawns, grass 
grown in shady areas, sickly plants and flowers made 


beautiful and healthy, etc. 
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CASH IN ON / 


VITAMIN B 


the most amazing “‘growth substance”’ 


discovered in a generation. 


Works 


miracles on lawns, gardens, flowers, 


shrubs, evergreens, etc. 


Our labora- 


tories are working day and night to fill 
the avalanche of orders pouring in from 
every state in the Union. 





Gallon makes 
51200 gallons 
List $25.00 
6 ontains 
768,000 Inter- 





























national Units. 
BFS SOS SSERESESSCESSSEEHEEEEESSESTACOS Seeeaeaaeaweeeree 


SOILICIDE LABORATORIES 
Upper Montclair, N. J. 


| enclose 


25c sizes of TAT VITAMIN B1. 


NAME...... 


STREET 
CITY 


Apply with 


TAT SYPHONETTE 


the ingenious ppetane which enables 
you to apply TAT B, in correct scientific 
proportion. Simply attach to faucet, then 
to garden hose. No fuss, No trouble. 
Also excellent for applying any soluble 
fertilizer, arsenate of lead, etc. 


TAT VITAMIN B, (enough for 800 gals.) 
and SYPHONETTE in combination Kit 
Retails for $2.25 
Your cost 1.50 
Attractive counter display carton con- 
— 12 - 25c trial size bottles (each 
enough for 100 gals.). 


Retails for $3.00 
Your cost 1.80 
12 - $1.00 bottles of TAT VITAMIN B, 
Your Cost $7.20 








for which please send me 6 


las aacer~meceseseeaeasts 
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THE SHADOWGRAPH TELLS THE STORY 
by amplifying distortion and defects 20 times 


(1) This is high quality cylinder 
drawn window glass. The bent and 
twisted lines shown by the shadow- 
graph testing device indicate the 
presence of considerable distortion. 
This glass became obsolete in 1928. 


(2) Here is what most manufac- 
turers offer today as top quality 
window glass . . . Made by the 
sheet drawn process, it shows a 
characteristic distortion in the wav- 
iness of the black lines. 


(3) Now look at this “shadow- 
graphed” sample of the new Lus- 
traglass. Obviously an important 
improvement. Thelines are straight, 
showing relatively perfect vision— 
freedom from distortion. 


@ Write for the new Windowgraph Slide Rule 
Chart and a sample of the new Lustraglass. 
Examine both 


then tell us what you think. 








ail 
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THE HAVE A WORD FOR IT 





This new, improved Lustraglass has everybody guessing. 
Experts have looked at it and called it plate glass. They 
couldn't believe it could be sold at window glass prices 
... It is practically free from distortion. It has a new, 
jewel-like luster all its own. It is free from that greenish 
window glass cast. It transmits the sun’s ultra-violet 
rays in substantial amounts and has great tensile strength 

. Truly, the new, improved Lustraglass is a vital 
advance in the process of flat glass manufacturing. 
How would you classify it? 


American Window Glass Co. 
PITTSBURGH, PA. 


Manufacturers of Plexite, the safer safety glass; Lustrablu and Lustragold for orna- 
mental uses; Crystal Sheet, Chipped and Special Glass for industrial purposes. 


— 


_— 





THIS NEW TYPE OF 


US UTS WASS 


The Ultra-Violet Ray Sheet Glass— sd) 





LOOKS LIKE PLATE GLASS—SEL/S AT WINDOW GLASS PRICES 
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| ALWAYS USE CYCLONE SCREEN CLOTH” 


<¢TSOR one thing—Cyclone is always 
the same—a good quality cloth that 
stretches square and makes good-looking 
screens. You always get everything first 
class from Cyclone. When you make as 
many screens as I do, you find out that 
things like the strong selvage on this 
screen cloth are important. You'll have 
these screens a long time. This Cyclone 
galvanizing has rust licked better than 
any other I ever saw.” 
Cyclone “Red Tag” Screen Cloth comes 
in black, galvanized, copper and bronze 
-all the same high quality. Every roll 


comes packed in a strong fibre carton 
which exactly fits the roll. This protects 
the cloth from damage and makes han- 
dling easy. The inventory tag in each 
carton simplifies inventory taking. 
Take advantage of Cyclone’s popular- 
ity with the customer. Get a bigger share 
of this spring’s screen cloth business by 
stocking up now. Call or write your jobber. 


CYCLONE FENCE COMPANY 
General Offices: Waukegan, Illinois 
Branches in Principal Cities 
Standard Fence Company, Oakland, California 
Pacific Coast Division 


United States Steel Export Company, New York 


US*S CYCLONE “red7aq7” SCREEN 












As ROADS lead to stores like yours during National 
Hardware Open House—and that means extra flash- 
light volume for you. Especially if you stock these eye- 
stopping “Eveready” Flashlight displays—and ‘high- 
spot them on your counter! 

The Special “Eveready” Flashlight “Sampler” con- 
tains 6 popular “Eveready” Flashlights...3 fast-moving 


EVEREADY 
CF, pniak 














1. Two “Eveready” No. 9251 2. Two “Eveready” No. 2661 
2-cell Focusing Spotlights with 2-cell Focusing Spotlights with 
Special Display. Special Display. 


LIST VALUE . © ee ee 8 8 8 e F3SS (without batteries) 
SUGGESTED DEALER PRICE = $247 (without batteries) Suggested Dealer Price . . . . . . $5.59 


During National 
Hardware Open House! 





styles in two lights of each type. Lights offer newest 
“Eveready” features of advanced styling and sturdy 
construction that customers like so well. The display 
packages (No. 20 and No. 25) each contain 6 fast-sell- 
ing “Eveready” Flashlights that have proved them- 
selves to be fast movers on any counter! Have plenty 
in stock for National Hardware Open House! 


SPECIAL 


3. Two “Eveready” No. 2251 
2-cell Automatic Spotlights 
with Special Display. 








DISPLAY DISPLAY 
PACKAGE PACKAGE 
NO. 20 NO. 25 


Contains 6 No. Contains 6 No. 
2250, 2.cell 2251, 2-cell Au- 
Floodlights. List tomatic Spot- 
value 6 lights in lights. List value 
Display . . . $4.14 6 lights in Dis- 


lay ... $4.80 
Suggested Dealer sie 
Price . . $2.82 Suggested Dealer 
Price . . $3.36 








EVEREADY 


cc) 
General Offices: New York, N. Y. 


Company, Inc. 

















“Eveready” 
Flashlight 
SAMPLER 


Sampler may be purchased in combination 
with a carton of 48 “Eveready” No. 950 fresh 
DATED Flashlight batteries. List value. . 38.36. 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


Branches: Chicago and San Francisco 


Che word ‘Eveready’ is a registered trade-mark 
identifying products of National Carbon 
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Why does a Customer 
cross the road? 


FMMELMEYER HARDWARE | 
















EYE APPEAL PLUS was given this hardware store 
in Cincinnati, Ohio by an attractive new Pittco 
Store Front. To get a bigger portion of the busi 
ness in your community, remodel your store with 
a Pittco Store Front, Architect: John Gartner. 














your needs. And remember, you can 
use the Pittsburgh Time Payment 


( 


this to be true... in 
the dollars and cents 


SUALLY, because he sees a Pittco 
Store Front on the other side! A 
Pittco Front starts selling for your 


of extra profits a Pittco Front attracts. Plan... 209% down, balance in easy 


So don’t let profitable business pass 
you by on the other side of the street. 


monthly payments, Clip and mail the 
coupon at the bottom of the page... 



















1ation " ; ‘ : . . . ‘ 79 ° ° 
) fresh store the minute a prospective cus- Stop it... let a Pittco Front bring it today. We'll send you—without obli- 
38.36. tomer sees it. For a Pittco Front is across the street. gation, our new Store Front Booklet. 
$5.59 smart, attractive, modern. It speaks When you remodel your store, see It’s packed with interesting photo- 
instantly of quality merchandise, your architect to assure an economi- graphs which show, better than 
good service, fair prices. It catchesthe — cal, well-planned job. Our staff of | words can express, the amazing dif 
eye—and brings in the business. experts will gladly cooperate with ference Pittco modernization has 
INC, Merchants everywhere have proved — him in planning a Pittco Front to suit — made in stores of every description. 
ration 
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4 Pittsburgh Plate Glass Company | 
‘ | 2343 Grant Blidg., Pittsburgh, Pa 
sco H Please send me, without obligation, your new book | 
entitled “How to Get More Business.” i] 
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Some sunny afternoon soon, hop into your car and check 
up on the condition of farm fences in your locality. Two hours 
of leisurely driving will give you valuable inside information 
on who needs fence and what they need it for. 

Then later—when these likely prospects stop at your store 
—show them bethanized fence, and explain its 4 sales-clinching 
values: 

1. The Coating—A bethanized fence coating is locked to 
the wire by electricity, not just hot-dipped. It is tighter, purer, 
more highly resistant to weather than any other fence coating 
on the market. It is uniform in thickness, a quality which is 
not characteristic of other zinc-coated wire. 

2. The Wire—All bethanized fence is woven of sturdy 
fuli-gage wire which contains not less than .20 per cent pure 











years to the life of the fence. 

3. The Wrap-joints—Stay wires in bethanized fence meet 
the line wires in a powerful ‘‘hinge joint.’’ Cattle, hogs or 
horses won’t break down or weaken this strong flexible barrier. 

4. The Tension Curve—Deep tension curves in line wires 
permit bethanized fence to be stretched uniformly over 
uneven ground. The curves contract or expand with changes 
in temperature, keep fence always tight. 

You’ve got a real jump on competition when you stock 
bethanized fence. It has the through-and-through quality 
that appeals to canny buyers. It’s been tried-and-proved 
in hard farm service from coast to coast. Best of all, bethanized 
fence doesn’t cost one penny more than ordinary farm fence. 





copper. This combination of strength and rust-resistance adds 
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Even the Force 


applied by 


HUMAN HANDS 


calls for the use of 


NICKEL 


Economical use of these alloys for 
hand tools emphasizes their advan- 
tages for power equipment parts 


Stresses and shocks take their toll even of 
hand tools. Cutting edges are dulled. Wrenches, 
pliers, hammers and such tools are damaged. 
Handles and shanks are broken as a consequence, 
so industry today is turning more and more to 
the use of Nickel alloy steels. 
Light in weight, hand tools of Nickel alloy 
steel possess toughness, rugged strength, and 
excellent heat-treating qualities. They outlast 
hand tools of other materials many times over. 
They are more economical to use and maintain, 
and lower in ultimate cost. 
The forces that destroy hand tools also shorten 
the life of power-operated equipment. Multiplied 
a hundred-fold, wear, high stresses and heavy 
shocks are constantly imposed on moving parts. 
The need for metals that will withstand this pun- é 
ishment is therefore proportionately greater. 1. These wrench sockets, manufactured by 3. Bridgeport Hardware Company wrenches of 
The Nickel alloy steels possess in high degree S.A.E. 4650 Niexel-molybdenum steel. 
the qualities required. Economical to use for Nickel alley steel heavy duty serew driver 
hand tools, they also assure for machinery parts 2. Dinging hammers and small ball pean 
durability and longer life. Consultation on prob- ener tie Passed emp iter egypsaageale 
lems involving their application is invited. from Nickel alloy steels. 


THE INTERNATIONAL NICKEL COMPANY, INC., NEW YORK, N. Y. 
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Plomb Tool Company, Los Angeles, are 
made of Nickel-molybdenum steel. 1. 
made by Stanley Tools, New Brita 
5. Various types of heavy-duty pliers and pincers, 
manufactured by Wm. Schollhorn Company, 
New Haven, Conn., from Nickel-chromium steel 


, Conn. 





SILVER KING 0 V/, | 


THE TOOL CHEST 


A PRECISION HAMMER 
FOR PROFESSIONAL MECHANICS 


The Silver King, the new Cheney Nailer, is the finest hammer ever 
produced by us in 104 years of manufacturing fine hammers. 
Professional and amateur mechanics, who believe in fine tools for 


fine work, elect the Silver King, the pride of their tool chest. 


Full polished head—completely streamlined 

No sharp corners, all rounded LS Toti Malo} ollale Msich alas 

Long eye strengthens and protects tough hickory handle 

Weight of head scientifically distributed, increases drive 
power, lessens effort 


16 ounce size only 


BEAUTY — STRENGTH — BALANCE 


Order a few dozen Silver Kings today 


HENRY CHENEY HAMMER CORP. 
LITTLE FALLS + NEW YORK 


FOR MORE, MUCH MORE HAMMER BUSINESS STOCK THE 


CHENEY NAILER ‘wotos tHe wait 
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Patman Law:-— 


As these comments are written, 
the Patman Chain Store Bill is 
under discussion at so-called pub- 
lic hearings. The supporters and 
opponents of this proposed meas- 
ure are free to appear in Wash- 
ington to testify for and against 
the bill. Various retail organiza- 
tions favoring the legislation are 
scheduled to participate and may 
be counted upon to fight for its 
enactment. Opposing opinion is 
equally well organized and is fully 
as articulate. Interested persons 
may obtain all or any part of the 
proceedings which are a matter of 
public record. Newspapers are 
privileged to report any develop- 
ments of interest and the public 
may sit and listen to the discus- 
sions. All of this is a very proper 
and democratic procedure, in keep- 
ing with our form of political 
philosophy, but there are some 
possible drawbacks which may 
boomerang against the best inter- 
ests of independent retailers to 
whom the proposed bill is intended 
to be of assistance. The public at 
large is not primarily concerned 
with the competitive struggles be- 
tween various lypes of competing 
retail systems, but it is vitally con- 
cerned with its ability to buy sat- 
isfactory goods at lower prices. 
Yet, through these public hearings 
on the Patman Bill, the pros and 
cons of “chain versus indepen- 
dents” are to be well aired and 
exposed to the public gaze. The 
American public is fair-minded 
but often fickle, and one may be 
sure the chain store interests will 
spare neither pains nor expense 
to ably publicize their side of the 
argument which will hinge largely 
on a claim of “lower retail prices 
for the benefit of the consuming 
public,” plus an implied accusa- 
tion that independent dealers col- 
lectively are inefficient and thus 
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require higher prices for similar 
goods. Such publicity may cause 
public reaction in favor of the 
chains and may help defeat the 
passage of this measure which so 
many hardware dealers sincerely 
support and desire to have enacted. 


The Problem :— 


For many years the chains have 
encroached on independent stores 
and have enjoyed obvious lower 
buying costs which have given 
them an unfair competitive advan- 
tage. During this period they have 
widely advertised extravagant 
claims of “saving money for con- 
sumers.” In the early days, much 
of their cheaper merchandise was 
decidedly inferior in quality, and 
independents, therefore, retained 
the opportunity of selling on the 
“value basis”-——selling better mer 
chandise at slightly higher prices. 
Today, chain store merchandise is 
not shoddy but is well made of 
good materials by many of ow 
leading factories. In too many 
lines chain and mail order private 
brands have developed public ac- 
ceptance on well supported claims 
of quality and values, plus their 
well advertised willingness to “re- 
fund the money if the purchase is 
not satisfactory.” Many of these 
private brand items are precise 
counterparts of the manufacturer's 





own branded product —the major 


difference to the well-trained eye 
being color scheme, labels and oc- 
casionally arrested finishes on the 
chain store line. Under these cir- 
cumstances the buying advantages 
of the chains and mail ordet 
houses has become an increasingly 
acute problem and has enabled 
them to undersell independents on 
too many lines of volume merchan- 
dise. Various forms of legislative 
relief were attempted but only re- 
cently have any of these proposed 
laws become effective. 


Legislation :— 


The Robinson-Patman Law and 
the fair trade laws in 44 states 
(plus the Federal enabling act, the 
Tydings-Miller Law) were tre- 
mendous victories for independent 
dealers and cannot be considered 
as discriminatory or in any way 
detrimental to the public interest. 
The Robinson-Patman Law _ re- 
quires, basically, that competitors 
be treated alike for the same quan- 
tity, quality, terms, etc., which is 
a distinct aid on the buying side, 
while the fair trade laws provide 
legal machinery for maintaining 
established retail prices to con- 
sumers on branded goods which 
is an equally potent aid on the 
selling side. This type of legisla- 
tion has been of material help to 
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independents despite the fact that 
the surface has hardly been 
scratched in the enforcement ef- 
forts incident to these laws. It has 
long been my opinion that these 
laws were possible because public 
opinion was somewhat anti-chain 
as a result of NRA public hearings 
on retail codes, plus the publicity 
given to the very able investigation 
of chain stores by Congress under 
the chairmanship of Mr. Patman. 
During NRA the public learned 
that chain stores paid starvation 
wages for long hours and that or- 
ganized chain stores protested a 
minimum weekly wage of $10.00 
because such a base would require 
substantial increases for 75 per 
cent of the chain store employees. 
Then came Mr. Patman’s investi- 
gation which gave the public a 
further picture of chain store meth- 
ods and policies. And at that time 
some well known persons, living 
luxuriously but rather idly on the 
proceeds of inherited chain store 
profits, were in the public eye and 
were being well publicized for 
heavy spending and extravagances 
at a time when there was much suf- 
fering due to unemployment and 
low wages. These factors, I be- 
lieve, eased the way for the passage 
of the Robinson-Patman Law and 
the fair-trade laws, all of which 
I have supported and continue to 
support wholeheartedly. 


How Far? :— 


The question now, in my mind, 
is how far should we go with leg- 
islative efforts intended to bring 
relief from chain store competi- 
tion? How far will the American 
public permit us to go? Indepen- 
dents have made great strides in 
obtaining existing helpful laws to 
correct unfair and unwarranted 
price advantages. It would be a 
shame to undo this great progress 
by seeking further laws which the 
consuming public may protest, and 
that is my only reason for doubt- 
ing the wisdom of promoting Mr. 
Patman’s proposed HR 1, a Fed- 
eral chain store tax measure. | 
seriously fear that the spotlight 
now being directed at the public 
hearings on this measure may re- 
sult in arousing pro-chain store 
sentiments among consumers caus- 
ing the defeat of the bill in Con- 
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gress. Worse than that, it may 
provide a convenient springboard 
from which chain store interests 
may all too successfully woo the 
public buying confidence to the 
further detriment of independents. 





Ex-Buyer : 


About two years ago a well- 
known executive of a wholesale 
hardware firm resigned and re- 
tired. Under normal conditions. 
he was too young for retirement 
and was in excellent health. Meet- 
ing his former employer, a few 
weeks after this event, I com- 
mented, casually, that “so-and-so” 
seemed rather young for retirement 
and further said he always seemed 
“well and active.” There was an 
embarrassing pause before I was 
given the following answer: “He 
hasn't really retired and he re- 
signed because I asked him to do 
so. For many years he had been 
a faithful worker and a trusted as- 
sociate but had always been an 
annoying one. He kept our sales 
force jittery, and practically in- 
sulted the representatives of our 
manufacturers whenever he had 
contact with them. He was a thor- 
oughly disturbing influence in all 
our business relations with sources 
of supply and with our customers 
and kept our internal organization 
in turmoil. For years we over- 
looked these weaknesses because 
we knew him to be very competent 
and entirely trustworthy—but 
finally we came to the parting of 
the ways and now wish we had 
taken such action a long time ago. 
Our salesmen, our house em- 
ployees, the salesmen who call on 
us and many of our dealer-cus- 
tomers have indicated very specifi- 
cally that they are glad he has left 
eur company.” 


His Future:— 


For some time I had suspected 
this “ex-buyer” of many of the 
weaknesses attributed to him by 
his former employer but never 
realized how completely the man 
had alienated himself from so 
many people. I asked what “Mr. 
Ex-Buyer” was planning to do in 
a business way and received an 
even more interesting slant on the 
situation. Said his former em- 
plover. “Well he was very cocky 








about being able to line up with 
one of our competitors and boasted 
that several factories had made 
him flattering offers but that, as 
he could afford it, he was planning 
a little vacation before resuming 
active business. That was three 
months ago. He took a three 
weeks’ holiday trip and then made 
himself available to several com- 
peting wholesale houses and to 
most of the manufacturers from 
whom we buy merchandise. Just 
as I suspected none of these firms 
gave him even courteous considera- 
tion and the last time I saw him 
he was very bitter at the world in 
general and the hardware industry 
in particular. In an attempted 
heart-to-heart talk I struggled to 
persuade him to honestly appraise 
himself as others saw him and 
urged him to take up an entirely 
different field of endeavor where 
he could make a fresh start with- 
out ‘two strikes’ on him. I hope 
he does this and feel sure that if 
he will make himself more agree- 
able in his daily relations with all 
of his fellow men he can truly 
enjoy a successful and profitable 
career. He has the ability and is 
a man of integrity, but I feel sure 
he cannot re-locate anywhere in 
the hardware business.” Recently 
at a convention I had the pleasure 
of meeting the man who gave me 
all of these comments two years 
ago. I asked about “Mr. Ex- 
Buyer,” only to learn that he had 
left his home town and as far as 
former acquaintances and asso- 
ciates were concerned had dropped 
out of sight completely. I am 
sorry that I do not have the con- 
clusion of the story to tell and I 
hope that “Mr. Ex-Buyer” is weli, 
happy and prosperous, but I have 
my doubts. Certainly, the ending 
of his hardware career offers a 
good lesson to all of us and dem- 
onstrates graphically how impor- 
tant it is to be agreeable as well 
as honest and efficient—and that 
means being agreeable with our 
business associates, our employers, 
our subordinates, our sources of 
supply and our customers. It also 
indicates vividly the inter-depen- 
dence of all parts of an industry 
and proves conclusively that suc- 
cess for an individual is closely 
woven with that individual’s con- 
tribution to his own industry as 
a whole. 
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Tell "Em and Show ’Em_ a 


Demonstrations, ads and sales build 
feminine traffic and volume for the 


Murphy HardwareCo.,Stillwater,Okla. 





Veen advertis- 


ing, store demonstrations of 
household frequent 
which tie in with nationally adver- 
tised events and constant shifting 


lines. sales 


of displays of lines for women are 
major factors in producing the 
good volume in housewares and 
appliances enjoyed by the Murphy 
Stillwater, Okla. 
Besides a good volume in house- 


Hardware Co.. 


wares this store, which is located 
in a town of less than 8000 people. 
sells in the course of a year, about 
15 washing machines, priced at 
$59.00, $69.00 and $79.00; 35 to 
10 radio sets, ranging in price 
from $9.95 to $79.00, and 75 gas 
ranges, mostly from $85.00 to 
$100.00, as well as a number of 
electrical refrigerators. 

While no effort is spared to in- 
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The Murphy Hardware Co. displays appliances in 


the center 
known 


terest men in the lines sold by the 
firm, particular attention is given 
to making the store attractive to 
customers. Stillwater is 
within reasonable distance of both 
Oklahoma City and Tulsa, with 
their larger stores and greater 
number of retail outlets, and the 
Murphy store finds it desirable to 
attract the attention of the ladies in 
Stillwater and vicinity by adver- 
lising, each week, offering attrac- 
tive merchandise and displaying 


women 


its wares in an attention-compell- 
ing fashion. 

C. L. Murphy, the owner, says: 
“When women stop coming into 
your store it is bad business. We 


don’t want to have very much 


items 
display material. 


its three windows. Nationally 


are featured with manufacturers’ 


Aluminumware is at the right. 


cheap merchandise and our sales 
are not always on low-priced mer- 
chandise. Women like sales and 
we run them frequently, display- 
ing our sale items in the back of 
the store so that people have to 
pass other merchandise when 
looking for the sale lines. We try 
to hook up with sales on national- 
ly advertised items. When stores 
in Tulsa and Oklahoma City start 
these sales we’re in there with the 
Mats, supplied by 
wholesalers, are used in advertise- 
ments inserted in a local news- 
paper by the Murphy firm as well 
as copy and illustrations prepared 
by Mr. Murphy and his assistants. 

Last year the store used the “9 


same prices.” 
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pottery on built-up units. 


Here’s an ample and inviting dis- 
play of dinnerware, glassware and 





Radios 


and appliances catch the eye of 
customers in this department. 


vent sale” idea four times, tied in 
with various nationally advertised 
sales and held a cooperative cook- 
ing demonstration in its store for 
a full week during which time 
coffee and cookies were served to 
all visitors. The demonstration 
was held in cooperation with a 
coffee concern, a flour milling 
company, a shortening producer 
and the Payne County Milk Pro- 
ducers Cooperative, Inc.; a Mr. 
and Mrs. H. W. Hawkins putting 
on the demonstration, daily from 
9 to 5. A gas range and an electric 
refrigerator as well as other equip- 
ment from the store’s stock were 
used in the demonstration. This 
demonstration provided many 
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leads for appliance sales and was 
instrumental in helping the store 
sell several ranges for Christmas 
presents. 


Attracting Attention 


An advertisement, published 
Sunday, Dec. 3, 1939, said, in 
part, “Ladies You Are Invited! 
Drop in for a few minutes, an 
hour or all day.” Husbands were 
also invited to attend the demon- 
stration. Another part of the ad- 
vertisement states, “Everybody’s 
welcome! You'll derive much plea- 
sure and benefit from the practical 
food demonstration, which starts 
Monday morning and continues 






through Saturday. It will be con- 
ducted by experts in the culinary 
art, foods demonstrated including 
those contained on menus for 


every occasion. ’’, People visiting 
the store during the demonstra- 
tions were asked to fill out cards, 
indicating their names, addresses 
and the types of electrical and 
gas appliances they were using as 
well as those in which they were 
interested. 

There is always at least one re- 
frigerator and one gas range 
hooked up for demonstration in 
the store. Several radio sets are 
also hooked up in the front of the 
store to emphasize to all visitors 
that the store is in the appliance 
and radio business. Space is con- 
stantly given in the ample display 
windows to major appliances and 
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[Ladies You Are Invited! 


5 





DROP IN FOR A FEW MINUTES, AN HOUR, OR ALL DAY 





ls Pleased to Present 


Practical 





at Our Store 
ONE WEEK, STARTING MONDAY 


Murphy Hardware Co. 


MR. and MRS. H. W. HAWKINS 
WHO WILL CONDUCT A FREE 


Food Demonstration 


oO 


This advertise- 
ment appeared in 
the December 3, 


9 A.M. TO 5 P.M. 1939 issue of a 





Presenting 


MAGIC CHEF Gas Ranges 


and G-E ELECTRIC REFRIGERATORS 


local paper. An- 
other ad on the 
same subject ap- 
peared next to it 
and helped stimu- 
late local interest 





ere HN 





Monarch Coffee 


215 Main St. 





COOPERATING FIRMS: 

Shawnee Milling Co. 
Mrs. Tucker's Shortening 

Payne County Milk Producers Co-operative, Inc. 


Murphy Hardware Co. 


the coming 


- in 

: q 
j Free Refreshments / Gverybodys demonstration. 
‘ Daily | 

HUSBANDS ; 
| ne i Welcome! 
| are invited to - 
ps ATTEND! tinal teed Grenomutnetion, whieh stages Montag enoraang 
F Interesting! and continues through Saturday. It will be conducted 
a ing: by expert: in the yd - fi monstrated in- 
q cluding those contained mues for every 
i Beneficial! cocked om the now Magic Chet Gan Manges. Don’t tal 
Bo to attend! 








other lines of interest to women 
shoppers. Like many other hard- 
ware dealers selling major appli- 
and radio sets, the firm 
purchases on deferred 
payment plans. 


ances 
permits 


Deferred Payments 


In this connection, Mr. Murphy 
states, “We 
possessions on refrigerators, wash- 


never have any re- 


ers or gas ranges. We finance most 
of our washer and gas range sales 
ourselves, as well as short term 
contracts on refrigerators, with 
litle remaining in the hands of 
the store until payments have been 
completed. Small appliances are 
sold, to people with good credit 
ratings, on a_ weekly 
plan. These contracts are kept in 
files on which records are kept, in- 
stead of using a ledger system for 
sales of small appliances.” Where 
R.E.A. lines have been extended, 
in the country, cold canvassing is 
done, otherwise the firm follows 
definite leads or makes sales right 
in the store. 

Housewares are displayed next 


payment 
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to the appliance department, six 
tables of housewares lines are be- 
ing constantly changed to keep 





the stock interesting at all times 


to the women customers. A good 
grade of domestic pressed glass- 
ware is sold, this particular line 
being handled exclusively in Still- 
water by the Murphy store. A 
medium-priced grade of colored 
glassware is offered as well as a 
variety of pottery items at odd 
prices. Medium-priced, open stock 
dinnerware is sold and 
displayed. Thirty-two piece sets 
are featured, although complete 
services for eight people are dis- 
played in the better grades. “We 
show people they save money by 
buying complete sets,” says Mr. 
Murphy. Since giftwares and 
housewares lines are better sold 
by women, that section of the store 
is in charge of a young woman 
who also acts as the store’s book- 


pattern 


keeper. 


Students Customers 


Stillwater is a college town and 
so the store enjoys sales to both 
college students, maintaining their 
own living quarters, and to mem- 
bers of the faculty of the institu- 
tion. When deferred payment sales 
of appliances and other large 
items are made to students con- 
tracts must be guaranteed and ap- 
proved by their parents. 





TRY IT YOURSELF! 
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“Is it stout? Here—let’s see you pull it in two!” 
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Presenting Our Guest Editor 


FAYETTE R. PLUMB 


President, 
Fayette R. Plumb, Inc., 
Philadelphia, Pa. 


Whose Topic Is 


FAYETTE R. PLUMB 


What Is the Actual Cost of Distribution? 


| \ EWS _ item — “Re- 


ports are that the economic plan- 
ners at Washington have instigated 
Congress to grant the Federal 
Trade Commission a large sum 
to investigate the cost of distribu- 
tion. They must think the tax- 
payers’ money grows on bushes.” 

What will they find in hard- 
ware? They will find, as in other 
lines generally, a cost system that 
has been carefully worked out but 
that is actually misleading; that 
attempts to show only the average 
cost of distributing all kinds of 
articles without differentiating be- 
tween classes and values. A cost 
system that handicaps the whole- 
saler and the retailer in meeting 
the competition of short cut 
methods. A system that, because 
it does not show true costs, does 
not point the way to savings that 
could be made, not by changing 
the method of distribution but by 
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reducing costs through _ better 
practices. It will find no incentive 
to effect economies in the handling 
of any individual product through 
the cooperation of the manu- 
facturer, the wholesaler and the 
retailer because of a uniform 
mark-up that does not recognize 
differences in actual cost. 

It will not find any room for 
reducing profits or any gain from 
eliminating the necessary func- 
tions of the present system. The 
wholesaler is unusually efficient 
who makes a profit of over two 
cents out of each dollar sold. The 
retailer makes little more. The 
manufacturer cannot, except in 
rare cases, reduce the cost by 
selling direct to the retailer. They 
are scattered too far and buy too 
little at a time. The wholesaler 
cannot reduce the cost by selling 
direct to the individual user. They 
are too far from him for con- 


venience of purchase. The cost of 
selling from the factory to indi- 
vidual consumers is far greater 
than ‘through established chan- 
nels. Ask the Fuller Brush man. 
Distribution of hardware from 
the manufacturer through the 
wholesaler to the retailer has 
developed through the years as 
the most efficient and least costly 
method to give each purchaser a 
place convenient for him where he 
can see, examine and compare the 
articles he wishes to buy. It 
seems slow and costly but it 
works. No other method gives the 
consumer what he wants, a place 
convenient to him where he can 
make sure whether an article suits 
him before he buys it. Pictures 
and a price and waiting for de- 
livery of an article he has had no 
chance to examine won't do this. 
The cost of distribution of 
hardware cannot be reduced, ex- 
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cept in rare cases, by changing the 
method. The 
distribution has stood the test of 
time, all over the world through 
than are 
occurring now. The problem is to 
making the 


present system of 


changes much greater 
reduce the cost by 
present system more efficient. It 
cannot be reduced by railing 
against the high cost or by eco- 
nomic theories of government 
agencies. 

The 
method does a better job in hard- 
ware than it is given credit for. 


wholesaler to retailer 


Studies have shown that no other 
system can compete with it for 80 
of the Other 
methods skim off the cream of 
the most profitable 20 per cent 
cut the distribution margin and 


per cent business. 


the wholesaler and retailer let peo- 
ple get away with it by sticking 
to a percentage mark-up. They are 
handicapped in meeting competi- 
tion by the fetish of 
profit as a percentage of selling 
What they 


of profit not a percentage. They 
I £ 


figuring 


price. need is dollars 


need this profit net, not gross. 


Here’s an Example 


Suppose a wholesaler buys a 
shelf box of Vi, 
article for $1.50. 
cent on his selling price he would 
sell it for $2.00. The retailer to 
get 33-1/3 per cent on his selling 
price would sell it for $3.00. The 
wholesaler says he has a profit of 
50 cents, and the retailer a profit 
of $1.00. 

If he buys a shelf box of the 
same article of a better quality for 
$3.00, he sells it for $4.00. The 
retailer sells it for $6.00 and both 
the wholesaler and retailer make 
double the gross profit in dollars. 

But what about the net profit? 
It costs just as much to buy, re- 


dozen of an 
To get 25 per 


ceive, unpack, put in stock, re- 
pack and ship the cheaper article 
as the better. The only difference 
in the actual cost of distribution 
is the interest on the money tied 
up, the insurance and_ possibly 
more commission to the salesman. 
If the actual cost of handling the 
article is somewhere near the 
average of the two transactions, 
the wholesaler and the retailer 
have actually made a net profit on 
the better article and a net loss on 
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the cheaper. At the October con- 
vention of the National Wholesale 
Hardware Association, Mr. Ahl of 
Hibbard, Spencer, Bartlett & Com- 
pany clearly showed that doubling 
the quantity of each item on an 
order increased the cost of 
handling it less than one-fifth. The 
wholesaler doubles his gross mar- 
gin but his cost system does not 
recognize any difference in the net. 
The actual cost has practically no 
relation to the selling price. To 
take an average is a lazy man’s 
way to figure costs. 

It would be more correct and a 
better guide in meeting competi- 
divide the total cost of 
doing business for a year by the 
number of sales.to find the actual! 
cost per item, and add this amount 
in dollars and cents plus a profit 
to each item in proportion to its 
size or weight, instead of adding 
the total cost as a percentage of 
the selling price. The proper way 
would be to determine the cost in 
dollars of each detail of buying. 
receiving, stocking. selling. ship- 
collecting for 


tion to 


ping and each 
major class of goods, and to add 
plus a 


various 


that number of dollars 


profit over the 
items of each class in proportion 
to the work 


percentage of value. 


spread 
involved; not as a 


If we knew the actual cost. we 
would then know better how to 
reduce it. For example, it is much 
less costly for a wholesaler to sell! 
and a retailer to buy a shelf box 
of 1% dozen than one or two at a 
time. Likewise, it is less costly to 
the wholesaler and the manufac- 
turer for the wholesaler to buy 
shelf boxes in full shipping cases 
of say six boxes than one or two 
shelf boxes at a time. Why should 
not this saving be shared and 
thereby the total cost of distribu- 
reduced? Would it not be 
more manufacturers of 


tion 
wise for 
shelf hardware items to establish 
shelf boxes in quantities that the 
great majority of retailers could 
buy, even though it stocked them 
for a considerable period on slow 


selling items, and suggest to 
wholesalers some inducement to 


offer retailers to buy in full boxes? 

Would it not be wise for manu- 
facturers also to determine ship- 
ping cases that wholesalers could 
buy and offer sufficient induce- 





ment to purchase in full shipping 
cases? In instances these 
full cases could be re-shipped to 
retailers, in which case the induce- 
ment might be passed on to them 
out of the saving the wholesaler 
would make in reshipping the 
original case instead of unpack- 
ing, repacking and shipping in 
smaller units. Thus, by inducing 
savings and sharing them. the 
total cost of distribution would be 
reduced. Economies in details of 
operation should bring more prof- 
it rather than less to both whole- 
salers and Wasteful, 
inconsiderate practices cannot be 
preaching against 


some 


retailers. 


reformed by 


them. There should be a reward 
for the individual in adopting 


better practices. 

When a wholesaler finds that it 
costs him considerably more than 
25 per cent to handle some classes 
and grades of goods and con- 
siderably less to handle others, he 
will use a variable mark-up based 
on actual cost and will find he can 
meet competition of other chan- 
nels that he now thinks would 
cause him a loss. When. in co- 
operation with manufacturers. he 
orders in units less costly for them 
to furnish, he is entitled to a part 
of the saving he helps them to 
effect. When he develops sales 
units for retailers that reduce his 
cost. he can induce them to order 
these units only by sharing the 
savings with them. 


Reducing Costs 


With the present cost system. a 
wholesaler hesitates to accept less 
than a 25 per cent margin even 
though a manufacturer offers 
him a unit that he knows will re- 
duce his cost. A cost system that 
will show him what he saves is the 
first step vital to reducing costs. 
The second step is for manu- 
facturers to induce wholesalers to 
order in units that will reduce the 
manufacturer’s costs by sharing 
the savings with the wholesaler. 
and for wholesalers to induce re- 
tailers to order in more economi- 
cal units by sharing the savings 
with them. The most orderly way 
would be for each manufacturer 
to work out with his wholesale 
customers what the proper allow- 
ances should be. 
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Hunting, tishing and golf are three hobbies in which J. F 
Van Deren, Van Deren Hardware Co., Lexington, Ky., excels. 
Ss Frank Van Deren, as he is best known to his many friends in 
‘ the hardware industry, has been a fishing enthusiast ond an 
accomplished hunter ever since boyhood, but he was past 
50 years of age when he played his first game of golf. In 
1 July, 1936, at the age of 77 he shot his best game of golf— 
1 75, a record many much younger man would love to attain 
He has fished in nine differeni states and Canada and has 
enjoyed canoe and camping trips in remote sections of the 
1 country. Of his hunting activities Mr. Van Deren says, “I 
have shot deer, duck, quail, woodcock, snipe, partridges, 
pheasants and have shot at wild turkeys but have never 
killed one.” He has made his best bags shooting quail— 
hitting 17 quail with 17 shells in one day, missing the 18th 
| bird. The next day he went out after the same game and 
shot 11 birds with 1] shells. On one occasion last fall he shot 
nine birds with 11 shells. During his many years of hunting, 
he has owned and trained about 150 dogs. Mrs. Van Deren 
and he are very fond of fishing as is shown in the photo 
of them examining a string of good-sized fish. He is a mem- 
ber of the HARDWARE AGE Fifty Year Club 


In addition to being president of the Scars- 
dale Hardware Co., Inc., Scarsdale, N. Y., 
Robert L. Fischer finds time to be an active 
member of the United States Naval Com- 
munication Reserve. “Bob,” who holds the 
rating of chief radio man, is in active charge 
of a unit controlling all naval communication 
reserve activities in Westchester, Orange, 
Sullivan, Rockland, Dutchess, Ulster and Put- 
nam counties in New York State. He has been 
associated with the Naval Reserve for 10 
years and has held an amateur radio license 
for 16 years. Illustrated is one of his trans- 
mitters, operating on 3550 kilocycles, with an 
output of 300 watts CW. For amateur work, 
amateurs call themselves “hams”, his call is 
W2LA, other calls being used for naval re- 
serve operations. The other picture shows old 
Sparks’ himself aboard the "U.S.S.Wyoming.” 








HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Harnoware Men |i 


By GEORGE G. HOY 


Associate Editor 





[ SUALLY the other 


fellow’s field looks greener, but 
not so with today’s hardware deal- 
ers. They still think pretty well 
of the business in which they are 
engaged, according to a survey by 
HARDWARE AGE among 1,478 re- 
tail hardware dealers on the sub- 
ject of “Opportunities in the 
Hardware Field Today.” 
These merchants who have 
spent most of their lives in the re- 
tail hardware field advise and en- 
other 
young men to enter the hardware 


courage their sons and 
business. These men still prefer 
retailing to any other branch of 
the hardware industry and claim 
that opportunities are as great in 
this field today as they were when 
they started in business. 

Certainly, these views by men 
who know both the advantages 
and the problems in operating a 
retail hardware enterprise reflect 
not only a great pride in their 
industry but a faith that goes far 
in removing all doubts about the 
future of the retail hardware busi- 
ness. 
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That sons have followed the ad- 


vice of fathers about entering the 
retail hardware business is well 
established. Among the prominent 
men in the hardware field today 
who have done this is Horace P. 





Aikman, Cazenovia, N. Y., and 
George W. Green, Long Beach. 
Cal., president and vice-president 
respectively of the National Re- 


Question A,; Would you advise your son or another 
young man to enter the hardware business today? 


In cities of In cities 
under 2500 of 2500 


population to 10,000 


30% 





ie) 

In cities In cities 
of 50,000 of 100,000 
to 100,000 to 250,000 











tail Hardware Association. Both 
of these men_ succeeded their 
In cities In cities 
of 10,000 of 25,000 
to 25,000 to 50,000 


44% 
Ne) 


In cities In cities 
of 250,000 of over 
to 500,000 500,000 
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|, zeae Haroware BUSINESS. ... 


This survey, conducted by Hardware Age, proves 
the fact that the hardware business is one 
that offers a future to young men. It should 
aid young men in appraising the opportunities 
offered by this branch of the retail feld. 


fathers in the hardware store and 
there are, no doubt, many other 
sons the country over who have 
followed a similar example. Both 
Mr. Aikman and Mr. Green have 
sons who, although not old 
enough to decide upon their fu- 
ture vocations, will undoubtedly 
compare carefully the fruits of the 
hardware business, as reflected in 
their own living and homes with 
those of other fields. Both of 
these gentlemen have expressed 
the hope from time to time at 
dealer conventions that their sons 
would follow them in the retail 
hardware business. 

1 Very interesting was, the fact 
that more than 70 per cent of the 
dealers in small towns and large 
cities recommended the hardware 
business to sons and other young 
men, while 66 per cent of all deal- 
ers reporting made this same rec- 
ommendation. (Chart A.) 

Few retail enterprises enjoy 
such a vital position in the life of 
a community as does the hard- 
ware store. Local factories, which 
supply a livelihood to workers and 
laborers of the city, depend upon 
the hardware store with its com- 
plete stock and wide variety of 
merchandise for much of their 
materials and for hundreds of 
items used in maintenance of plant 
and equipment. 

The farmer looks upon the 
hardware establishment as a neces- 
sity for he must purchase and re- 
place numerous items every year 
which are essential in the produc- 


tion of his crops. On many occa- 
sions the dealer’s superior knowl- 
edge of new mechanical devices 
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Question B: If you would urge a young man to 
enter the hardware field which branch would you 
recommend, retailing, wholesaling, or manufacturing? 


In cities of under 2500 population. 


Retailing | 98% - 
W holesaling 42% 








In cities of 2500 to 10,000 population. 


Retailing 84% 
Wholesaling WZZANO% 











In cities of 10,009 to 25,000 population 


Retailing 87% ] 
Wholesaling WZ3 13% 











In cities of 25.000 to 50.000 population. 


Retailing 83% | 
‘holesaling 

W holesaling 12% 

Manufacturing 5% 

In cities of 50,009 to 100,000 population. 


Retailing 67% ¥ a 
W holesaling 279 
Manufacturing 6% 
In cities of 100000 to 250.000 population. 


Retailing 80% oo. 
Wholesaling 20% 





























In cities of 250,000 to 500,000 population. 


Retailing 60% | 











Wholesaling % 
Manufacturing // 
Ret.-Whise. 10% 


In cities of over 500,000 population. 


Retailing 75% ] 
Wholesaling = FZ 

















comes to the aid of the farmer in 
solving some of his particular 
problems. 

In every community, the hard- 
ware man is the one person who 
knows something about almost 
everything and everything about 
an amazing number of | things. 
Years of experience are necessary 
in order to obtain this wealth of 
information so valuable to home 
owner. laborer, housewife, farmer. 
and industrialist, all of whom 
bring problems to the hardware 
dealer and secure his advice and 
assistance in working out satisfac- 


tory solutions. 


Real Opportunities 

Few retail fields offer the in- 
dividual the opportunity to ren- 
der this service which tends to 
tie cuslomers so closely to the 
store. Few provide as wide a vari- 
ely of merchandise lines that can 
be sold successfully. Few retail 
enterprises enjoy this high reputa- 
tion throughout the entire country 
for quality, fair dealing and com- 
plete service. 

Of those dealers who recom- 
mended the hardware business to 
their sons or to other young men. 
81 per cent suggested the retail 
branch. Only 15 per cent thought 


the wholesale hardware business 


more attractive and but 3 per cent 

recommended the hardware man- 

ufacturing field. (Chart B.) 
The majority of hardware mer- 


chants felt that opportunities are 


greater today than when they en- 
tered the business and the largest 
number of individuals holding 


these views were located in cities 


of under 2500 population. 


(Chart C.) 


Large Sales Volume 

Dealers gave as their reasons 
for these statements the many new 
items sold by the hardware estab- 
lishment today on which large 
sales volume is possible. Majo 
appliance lines are a typical ex- 
ample of such items. There are 
so many new items available that 
losses of volume in some depart- 
ments, due to changed conditions, 
are made up several times over. 

Wholesalers and manufacturers 
serving the hardware trade are 
helping dealers to do a better mer- 
chandising job. They have devel- 
oped successful sales promotion 
material for dealer use which the 
merchant could not possibly de- 
velop for himself and more of this 
assistance is available. Help of 
this type is particularly valuable 
to the young man entering this 
business and, as a_ result, his 
chances of success are better than 


ever before. 


Question C: Do you think opportunities in the hardware 
field are as great today as when you entered the business? 


In cities of In cities 


under 2500 of 2500 
population 


to 10,000 


33% 49% 
Te) Ne) 





In cities 
of 100,000 
to 250,000 


In cities 
of 50,000 
to 100,000 











In cities 
of 25,000 
to 50,000 


In cities 
of 10,000 
to 25,000 





In cities In cities 
of 250,000 of over 
to 500,000 500,000 











Some of the retailers answering 
the questionnaire admitted that in 
some communities the hardware 
store is not up to par. Good men 
are needed and in such situations 
a young man by means of sound 
training, experience, and _ hard 
work can develop a successful and 
profitable enterprise for himself. 

Stock of the hardware store is 
for the most part staple, durable 
merchandise. Thus, many of the 
losses due to deterioration or ob- 
solescence that occur in other 
fields are reduced to a minimum 
in the hardware business. Much 
of the merchandise is in demand 
the year ‘round, and there are 
enough lines of a seasonal nature 
to permit consistent promotion ef- 
forts designed to bring the con- 
sumer again and again to the 


hardware store. 


Financial Rewards 

What financial rewards can a 
young man expect as the owner 
of a retail hardware business? 
While this question cannot be an- 
swered in advance for every in- 
dividual, facts and figures are 
available to show that salary and 
earnings in the hardware business 
are better than in most retail fields. 
The young man with proper train- 
ing and application to his job 
should be able to equal at least the 
average and, in all probability, 
exceed this as so many now in 
the business have done and are 
doing today. 

Profitable hardware stores in 
1936 earned 6.2 per cent on sales 
according to figures from Dun & 
Bradstreet’s Retail Survey. This is 
higher than earnings in many 
other retail fields. Lumber yards 
earned 6.1 per cent on_ sales; 
grocery stores 4.1 per cent; drug 
stores 5.9 per cent; department 
stores 2.6 per cent; shoe stores 6.8 
per cent, and paint stores 6.3 per 
cent, according to the survey fig- 
ures. 

Latest figures from the 1938 
Hardware Survey of the National 
Retail Hardware Association show 
that average total earnings in the 
U. S. for. profitable retail hard- 
ware stores was 5.13 per cent of 
sales. Or, the total earnings in 
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Question D: 
In cities of In cities 
under 2500 of 2500 
population to 10.000 


48 
YES 
52% 


ie) 
In cities In cities 
of 50,000 of 100,000 
to 100,000 to 250,000 





the business were equal to 10.57 
per cent return on the money in- 
vested. Some groups reported 
total earnings as high as 5.97 per 
cent on sales, or profits on the 
money invested of 12.76 per cent. 
This proves conclusively that earn- 
ings of profitable retail hardware 
enterprises are satisfactory and 
higher than in many other retail 
businesses. 


The hardware dealer does pretty 
well in the matter of actual salary. 
Dealers paid themselves salaries 
as high as $4,603 per year in the 
largest stores, and $1,487 in some 
of the smaller establishments. A 
fair average was around $1,976 
per year according to the most 
recent Hardware Survey. 


Add to this an average profit 
earned by the business of around 
$2,200 and the merchant in the 
individually owned unincorporated 
business had to pay income taxes 
on total income of $4,176 for the 


year. 


Income Possibilities 


Compare this average hardware 
dealers’ income with the $1,622 
yearly income for the average 
family of the nation according to 
latest figures by the U. S. Con- 
sider at the same time that fewer 
than 4 per cent of all families had 
incomes of over $4,000 per year. 
and one begins to appreciate in- 
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Was your first job in the hardware field? 


In cities In cities 
of 10,000 of 25,000 
to 25,000 to 50,000 





67% 

NO 
In cities In cities 
of 250,000 of over 
to 500,000 500,000 


46% 
NO 





come possibilities in the retail 
hardware field. 

Probably the majority of the 
successful retail hardware busi- 
nesses are located in medium to 
small-sized cities. Living expenses 
in most cases are reasonable, so 
that earnings go far in providing 
many advantages not possible in 
extremely large centers of popula- 
tion. 


Community Leaders 


The hardware dealer always has 
enjoyed a position as a leader in 
the community. He has taken part 
in civic activities that would make 
the community and its citizens 


more prosperous and happy. A 
great many hardware dealers have 
found time to participate in other 
businesses and even to serve their 
communities in state and national 
legislatures. 


Early Experience 


A majority of the dealers re- 
porting secured their first jobs in 
other fields and later switched to 
the hardware business. Bookkeep- 
ers, office boys and farmers were 
among the most common first 
jobs. Some secured experience in 
general and grocery stores, lum- 
ber yards, and department stores 
while others started with contrac- 
tors, plumbers, school teachers, 
bank clerks, collectors, machinists 
and insurance agents. Less than 
46 per cent of the dealers secured 
their first jobs in a retail hard- 
ware store. (Chart D.) 


It Has a Future 


Practically all were of the opin- 
ion that a real opportunity exists 
for young men in this business 
because of the shortage of good 
retail hardware salesmen today. 
While nearly all agreed that no 
one could get extremely wealthy 
in the hardware business, they did 
feel that it provides a decidedly 
satisfactory living with reasonable 
opportunities for moderate ac- 
cumulation over a_ period of 


years. 
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oy rom all parts of the coun- 
» try reports are coming in 


which indicate that this deal 
is going to be one of the most 
successful padlock promotions 
ever offered. True, the deal is a 
startling one. But that in itself 
wouldn't do the trick. It takes 
cooperation to make this sort of 
record performance possible. 


And in so cooperating, you are 

cashing in on one of the greatest 

profit bonuses ever offered by 

Yale. For this deal permits you 

an amazing-78% profit! 

Here’s the way it works: 
YOU GET ABSOLUTELY 
FREE the beautiful blue mer- 
chandiser that has been spe- 
cifically designed to set off 
the shimmering silver of the 
New Yale “Silver-Six.” To- 
gether they make a combi- 
nation that’s just loaded 
with SELL. 


DON’T WAIT UNTIL THE DEAL IS DISCONTINUED—ACT NOW 


THE «<x 5 DEAL IS GOING OVER WITH A BANG! 


YOU GET ABSOLUTELY 
FREE $1.75 worth of pad- 
locks. The two finest ‘’Silver- 
Sixers,’ No. 797 and No. 798, 
are yours as our introduc- 
tory bonus 


AS NOTED ON THE LEFT, 
you buy 28 new Yale "Silver- 
Six” Padlocks for $6.30. You 
sell 30 locks for $11.20—leav- 
ing you a profit of $4.90—an 
attractive 78%. 


Thousands of dealers are al- 
ready cashing in on the turnover 
and profits that come from dis- 
playing the Yale “Silver-Six.”’ If 
you haven't already joined them 
—do so without delay. We now 
carry in stock all "Silver-Six” 
padlocks, keyed-alike, for im- 
mediate delivery, and No. 797 
and No. 798 Master-keyed. For 
this special service, order direct 
and invoice through your jobber. 


CONTACT YOUR WHOLESALER | ODAY! 


J F 


CTURING CO. 
CONN. 
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Unusual Displays That 


HE unusually attractive 

window displays shown on 
these pages were designed by 
Robert Harbour, display man- 
ager of the Allen & Jemison 
Co., Tuscaloosa, Ala. They are 
eye-compelling in every respect 
and are out of the ordinary in 
many ways. Mr. Harbour finds 
many of the fixtures he uses in 


A venetian blind makes an ef- 
fective background for this 
attractive display of hand- 
painted trays, bowls, jars 
and flower pots. An inverted 
wire waste basket serves as 
the outstanding display fix- 
ture in the window. The sign 
at the upper left adds bal- 
ance to the display and calls 
attention to the nature of the 
merchandise in the window. 


HARDWARE AGE 























A Stepladder 
d and 
teed vandise itself on 
e as fixtures in this 
Paint window, The vy, 
rious selling Points ue 


















at | Stop the Passersby! 





e these displays in the store’s 

n stock. Such staple items as step- , 
y ladders, waste baskets, clothes 

I hampers, wagon wheel rims and 

n venetian blinds are used for this 

e purpose in an effective manner 

t as these illustrations prove. Sev- 

n eral of Mr. Harbour’s earlier 

s displays were featured in the 

n December 28, 1939 issue. 


These colorful gift goods are 
arranged in a very unusual 
manner. The base of the 
pedestal at the right is a 
wheel rim while the “hanging 
leaf” shelves are made of 
plywood. A clothes hamper 
at the left serves as a pedes- 
tal as does the wire basket 
next to it. The sign at the 
left adds height to that side 
of this attractive window. 
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The Diversion of Trade 


From Established Retail Channels 


Other types of stores are selling 
hardware items and customers buy 
at wholesale. What’s the remedy? 


By CLARENCE E. LEHMER* 
Alhambra Hardware Co. 
Alhambra, Cal. 


Tie old and long 


established independent merchant 
of every community and area in 
Southern California is slowly fac- 
ing oblivion. There is little doubt 
but that the hardware retail mer- 
chant is the most seriously effected. 

What has happened to our in- 
dividual and collective sales vol- 
ume and our profits and, above 
all, our store traffic? Practically 
every area around hardware stores 
still has as many if not more pros- 
pects or homes, yet if we examine 
and analyze our individual sales 
records, or the sales statistics of 
our industry as a whole, we find 
our situation is headed in the 
wrong direction. We are definitely 
losing ground as well as sales and 
profits. 

For too many years past, in the 
fast changing cycle of business 
changes as well as the changing 
panorama of economics and so- 
ciology, we have perhaps given too 
much attention and hope for what 
we felt was necessary national or 
state legislation to give us neces- 
sary aid or correction. Frankly, 


*An address delivered at the conven- 
tion of the Southern California Retail 
Hardware Ass’n, Long Beach, Cal., Feb. 
19, 1940. 
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I do not believe that we should 
place so much reliance or hope on 
legislation. What we need is a 
spotlight, definitely turned on our 
problems and obstacles and our- 
selves! 


Strong Competition 


However, I do feel that every 
independent merchant, and very 


certainly every hardware retailer, 


should support vigorously and de- 
mand emphatically of our lawmak- 
ers in the national capital their 
supporting vote in favor of H. R. 1 
which is the very important na- 
tional legislation proposed by Con- 
gressman Wright Patman of Texas. 
which is commonly known as the 
Patman National Chain Store Tax 
Law. Certainly the savage inroads 
made upon legitimate and estab- 
lished business by our large na- 
tional and some local chain or- 
ganizations has been the most out- 
standing individual basis for the 
downfall of many hundreds of our 
fellow hardware retailers and 
thousands of independent mer- 
chants of all kinds. 

Chain stores are here to stay, 
they are growing in importance, 











CLARENCE E. LEHMER 


volume and profit. They are not 
improving and their effect upon 
the life blood of independent mer- 
chandising cannot be denied or 
overlooked. We have but to look 
at the past 10 or 20 years of their 
existence to realize the tremendous 
influence they exert on the gullible 
public and to see the frightful 
possibilities of the next decade of 
experience. I still believe that the 
growth of monopoly and chain 
stores in America is one of the 
basic reasons for our economic 
upheaval and our business depres- 
sions and, worse than that, the 
growing number of otherwise 
gainfully employed, high-grade, 
dependable and worthy business 
men and employees they forced 
upon the rolls of those unfortuna- 
ates who are being subsidized by 
the taxpayers’ money and practi- 
cally on charity. 

What about our boys and girls 
of today and the new generation 
to come? What will be their op- 
portunities for individualization? 
Has not the present business gen- 
eration left a frightful heritage for 
the coming generations in allow- 
ing this condition to grow? If we 
are to have a return to business 
(Continued on page 83) 
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conc uixe WILDFIRE! 


Stabilized Liquid 
VITAMIN 
B 


35¢ retailer. Protected in an amber glass 
bottle—Eye-dropper cap affords easy 
and accurate measuring. Use only two 355 bottles 
drops to a gallon of water. Contents of IN COUNTER 
bottle makes 120 gallons of solution. DISPLAY 


Beautifully packaged in a three color be c1e) 
. 








































display carton with window streamer 
enclosed. A fast seller. Every plant 
N lover wants a bottle of this 

popular priced product. 


PER DISPLAY 


Dealer's Price 








ORDER MACKWIN VITAMIN B; TODAY 
DIRECT FROM YOUR JOBBER 


JOBBERS NOW WITH STOCK 
Hibbard, Spencer, Bartlett 
Chicago, Illinois 


Bostwick-Braun Company 
Toledo, Ohio 


George Worthington 
Company 
* Cleveland, Ohio 


Kruse Hardware Company 
Cincinnati, Ohio 


Masback Hardware 
Company 
New York City 
Bigelow-Dowse Company 
Boston, Mass. 


Janney Semple Hill & Co. 


Minneapolis, Minn. 


NATIONAL ADVERTISING 


On the tremendous demand for this now scheduled in major newspapers. 
new scientific discovery. 


FREE Newspaper Mats available for you 

now. Two inch, one column, Three inch, 

one column and Two inch, two column . 

sizes. Impelling messages that create « 
— WINONA MINNESOTA 
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The sporting goods department— 
its location in the store and 
arrangement of its merchandise 


‘ae sporting goods 


section or department in the retail 
hardware store is one that will al- 
ways present an ever changing ar- 
ray of merchandise of interest to 
customers. Practically every line 
classified as sporting goods is sea- 
sonal. Very few lines are sold con- 
sistently the year ‘round. 

As a result, this department is 
very important to the store for, by 
proper merchandising and timely 
arrangement of seasonal goods, 
regular customers are brought 
back to the establishment a number 


of times during each year. This 
traffic is valuable to the sporting 
goods department and to other de- 
partments as well. 

In view of these facts, location 
of this department or section is 
important. Several factors have a 
definite bearing on the question of 
location. The importance of the 
department itself to the store; 
space required to show the mer- 
chandise properly, and emphasis 
to be given individual lines—all 
must be considered in making the 
final decision. 


The department should be lo- 
cated where platform space is 
available and where changes in dis- 
play equipment can be made. The 
many different lines make it neces- 
sary to develop numerous displays 
and considerably different types of 
display equipment are needed. For 
example, skis may be shown in a 
platform fixture one week, golf 
goods the next, and fishing tackle 
a month later. The department 
must be flexible throughout. 

Small sporting goods sections, 
consisting of one 8-ft. fixture, usu- 
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By GEORGE G. HOY 


Associate Editor 
of Hardware Age 


ally work out most satisfactorily if 
located in the front portion of the 
store. Stores requiring this equip- 
ment do not ordinarily carry large 
stocks but have the more popular 
items demanded in the community. 

Now and then, a small depart- 
ment will be located toward the 
rear of the store, especially if one 
particular line, such as guns, pre- 
dominates. In this case, custom- 
ers are apt to require more time 
to reach decisions. As a result, 
during busy times congestion in 
aisles in front of the department 
will occur. When the department 
is located at the front of the store, 
the regular flow of traffic to other 
departments on the same side of 
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the store is affected. With the de- 
partment located at the rear the 
congestion, so disturbing to nor- 
mal traffic flow, is removed to a 
great extent. 

A large sporting goods display 
made up of several fixtures will 
probably fit into an extreme front 
or rear location equally well. Cor- 
ner spots are advantageous. The 
final decision here may depend 
upon the type of display case, plat- 
forms or tables available adjacent 
to the location. The adjoining de- 
partments also may influence the 
final decision as to location. 

Since men are most interested in 
sporting goods, this department is 
usually placed on the side of the 


store along with other lines appeal- 
ing to the masculine sex. In some 
hardware stores the department 
may have to be located on the lad- 
ies’ side of the store if suitable 
space is not available elsewhere. 

Sporting goods departments, car- 
rying very complete and extensive 
stocks, have been located on second 
floors, in basements and on bal- 
conies in some of the larger estab- 
lishments. 

Some definitions to identify 
types of fixtures may be helpful in 
the following discussions. “Tables” 
refer to the standard flat top dis- 
play tables. “Ledges” are those 
flat or sloping display surfaces, 
about table height, on top of fix- 
ture bases along the sidewall. An 
“open case” fixture or section is 
one without shelving above the 
base unit. A “platform” fixture 
or section is one with no shelving 
located along the sidewall used for 
bulky displays. A number of vari- 
ations can be worked out of these 
units to show different types of 
sporting goods. 

Many display accessories are 
needed to show the wide variety of 
sporting goods found in the hard- 
ware store. There is very little uni- 
formity in presenting merchandise 
among fixture manufacturers, and 
methods used at the present time 
soon become obsolete. Too often, 
large stocks must be shown under 
different conditions, so merchants 
develop equipment to solve the in- 
dividual problem. Therefore, the 
most that can be done in treating 
this subject is to discuss some of 
the general applications in modern 
stores today. The individual then 
must apply the ideas or suggestions 
to specific problems. 

Casting rods from the fishing- 
tackle line are often shown in re- 
volving racks which stand on the 
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Shelves in these fixtures increase display space and show items 
to better advantage for Carlisle Hardware Co., Springfield, Mass. 


ledge. When long fly rods are dis- 
played the rack stands on the floor 
or in a platform section. Rods can 
also be shown on the background 
of a platform fixture. 

Artificial baits, reels and better 
quality fishing lines can be sam- 
pled on panel doors of small cab- 
inet units. These cabinets are fast- 
ened to the background of the 
open case fixture, and can be re- 
moved when merchandise is no 
longer in season. These items are 
also shown on tables, especially the 
popular priced items or better 
quality goods can be shown on the 
ledge under glass. Expensive tac- 
kle should be protected by glass 
tops unless close supervision of the 
merchandise is possible. 

Guns of all kinds can be shown 
in racks which hold them vertical 
or on hooks that show them in a 
horizontal position. Vertical dis- 
players are usually fastened to 
and supported by the background 
of the open case fixture. They 
either run along the background 
or are placed at an angle to it if 
a larger stock must be shown. 
Butts of guns rest on the ledge of 
the fixture. 

To show guns in horizontal po- 
sition, pegs or hooks are fastened 
to the background and guns rest 
on these supports. This method 
shows them to better advantage, 
but requires more space than the 
vertical displayers. Shotgun shells 
are usually displayed during the 
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season on tables and ledges. They 
are moved to sidewall shelving or 
into drawers at other times. 

Double-pronged brackets fasten- 
ed to the fixture background show 
tennis rackets to best advantage. 
Racket presses, and badminton 
and squash rackets can also be 
shown on the same type holders. 
Tennis racket covers, balls and 
other accessories are usually dis- 
played on seasonal tables or on 
ledges. 

Many racks have been designed 
for baseball bats. In the small 


BASKETBALL 


sporting goods section, a rack that 
supports the bat in an upright po- 
sition is satisfactory. These can be 
secured similar in construction to 
the vertical gun displayer. Stands 
of this type probably present the 
bat so the customer can tell most 
about it, but show only a limited 
stock. Floor racks which will hold 
a large stock are available and 
manufacturers of bats have de- 
veloped excellent display fixtures 
for this merchandise. 

Baseball gloves are sometimes 
displayed by fastening them to the 
background in the open case fix- 
ture, or they can be shown on 
small adjustable shelves in_ this 
space. Attractive table displays 
can also be developed for showing 
gloves, balls, and other accessories 
in season. If baseball uniforms 
are sold, show samples on torso 
figures in the department. 

Golf clubs can also be shown on 
fixtures similar to those for guns 
and baseball bats where displayed 
in an open case fixture. Racks 
should be designed for this mer- 
chandise, otherwise space will be 
wasted. Where an entire platform 
section is available for this line, 
a narrow shelf half way up on the 
background, will double the dis- 
play space and improve appear- 
ance of individual clubs as well as 
matched sets in boxes. 

Floor displays of golf clubs can 


(Continued on page 53) 





This balcony sporting goods department of Cayce-Yost Co., 
Hopkinsville, Ky., shows many sports items in compact space. 
Sports clothing is an important part of this department. 
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IDENTIFY YOUR BUSINESS 


ing business grow ... and keep 
it growing. 

Sell shingles that have “the greatest 
name in roofing” behind them. People 
know what Barrett stands for in roofing. 

Demonstrate to them how these good- 
looking, fire-safe, economical shingles 
help pare down building costs without 
cutting corners on quality. Money saved 
on roofing costs is money earned for 
other things... and your customers will 
be glad to know how Barrett Shingles 
stretch building budgets to include 
many of these “extras” every home- 
owner wants. 

For high- and medium-priced homes 
—as well as low-priced homes— Barrett 
Shingles, Barrett quality and Barrett 
performance are the keys to BIGGER 
SALES. 


DUBLECOTE MULTI SHINGLES 

... “tops” for the smartest homes 
This thick butt. heavy-duty shingle comes in 
many attractive colors. Double asphalt-coated 
and double mineral-surfaced where the wear is 
greatest, ““Dublecotes”’ are an outstanding 
volume seller. They're low in first cost and low in 
cost per year of service—the kind of roofing 
buy your customers will appreciate. 


THE BARRETT COMPANY 


40 RECTOR STREET, NEW YORK, N.Y. 2800 SO. SACRAMENTO AVE., CHICAGO, ILL. 
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ERE’S one way to make your roof- 





































BIRMINGHAM, ALA. 
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Build Traffic With Housewares 
and Sporting Goods Promotion 


HARDWARE AGE 
Original 
Window Display 
IDEAS 


P.. NING merchan- 


dising efforts becomes more neces- 
sary in the summer months if 
customers are to be brought in 
contact with the large variety of 
seasonal merchandise. Many items 
in housewares and sporting goods 
can be used for promotion items 
to stimulate store traffic and 
bring these and other departments 
of the store to customers’ attention. 

This activity must be planned 
for best results. Window displays, 
table displays, and advertising, if 
used, must work in conjunction 
with each other. Timing is very 
important in promotions of this 
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Feature these popular selling items 
on a seasonal housewares table. 
Step-up displayers should be used. 
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Major Appliance Window 


Merchandise: Refrigerators, vacuum sweepers, small electrical appli- 
ances such as toasters, irons, waffle irons, twin waffle irons, sandwich 
toasters, glass sets in rack, water pitcher and glass set, ice box dishes, 


water jugs, utility bowls. 


Background: Light blue corrugated board or wallboard painted. Sign 
on top of light green corrugated board with cut-out letters in light pink. 


Suggested Interior Displays: For tables—twin waffle irons, four-piece 
refrigerator sets, ice box water bottles. 


type as is knowledge of competi- 
tor’s activities along these lines. 

Every window display should 
contain some promotion item. 
This item must be competitive in 
price since it will establish an im- 
pression about all the other items 
shown. If it can be an item with 
which customers are familiar, so 
much the better. The promotion 
item should also be one that con- 
sumers use to judge price. 

Merchandise used as a promo- 
tion item should be featured on 
tables and mass displays de- 
veloped if possible. Such displays 
spotted on ends of cross aisle 
tables will get attention and stimu- 
late more interest in all the mer- 
chandise. 





Promotion items in advertise- 
ments ought to have preference as 
to space and location. Advertise- 
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This display will build traffic for 
the store and should be promoted 
in windows and on tables. 
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Housewares Window 


Merchandise: Japanned ware, 
canister sets, cake covers, cake 
boxes, step-on-garbage cans, waste 
baskets, card tables, cookie jars. 


Background: Light blue corru- 
gated board or wallboard painted. 
Circle panel of light green corru- 
gated board, with cut-out letters 
in light pink. 


ments should also contain better 
quality items and those with more 
attractive features so consumers 
will have a choice. 

Merchandising activities at this 
time can often be tied up with 
some national promotion in the 
month, or windows can _ be 
trimmed, with reference to this 
event, worked into the back- 
ground. Special celebrations are 
usually of general interest to some 
consumers and as a result win- 
dows are made more interesting 
to them. 

Some of the special events dur- 





WATER 
BOTTLES 


1Qt.....0O¢ 
2 Qt... 0 O¢ 
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Mass displays like this one of 
water bottles will attract attention 
and develop many additional sales. 
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ing the latter part of May are: 
Mother’s Day—May 12; National 
Golf Week — May 4 to 11; Na- 
tional Tennis Week — May 25 to 
June 1; and Memorial Day— 
May 30. 

Window backgrounds and dis- 
play materials at this time of the 
year should be developed from 
light, bright colors which carry 
out the idea of the season. This is 
also a good time to completely re- 
finish interiors of windows and to 
brighten background and floor 
with new paint of a new color 
combination. 

Backgrounds for the windows 
in this section can be made by 
covering wood frames with cor- 
rugated board or by using wall- 
board as a covering material. 
Frames with corrugated board 
make excellent light weight panels 
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WAFFLE 
IRON 


$ O20 














Popular priced electrical appli- 
ances can be presented in mass 
displays on ends of tables. 


and color schemes can be easily 
changed by using another color of 
corrugated board. ‘These panels 
can be used over and over again. 

Where frames are covered with 


For How Long 


HEN an employee is engaged 

at a specified salary of so 
much per week or month or year, is 
the employer legally barred from 
discharging him before the expira- 
tion of the period on which his com- 
pensation is based? 

Unless the hiring is for a definite 
period expressly agreed upon, the 
law will presume a hiring “at will,” 
according to a recent pronouncement 
by the Superior Court of Pennsyl- 
vania. An employee working under 








Sporting Goods 
Window 


Merchandise: Tennis rackets, 
racket presses, covers, tennis balls, 
croquet sets, horse shoes, badmin- 
ton and squash rackets, shuttle- 
cocks, etc. 


Background: Light blue corru- 
gated beard or wallboard painted. 
Circle panel of light green cor- 
rugated board with cut-out letters 
of light pink. 


wall board, the panels must be 
painted. The color of the panels 
can be changed quickly if cold 
water paints or other quick drying 
flat finishes are used. Frames of 
this type can be covered on both 
sides with wallboard and in these 
situations a different color can be 
used on each side. Corrugated 
board can also be used to cover 
part or all of these panels to se- 
cure unusual effects. 


Is He Hired? 


such a hiring “at will” may be dis- 
missed at any time at the employer’s 
discretion. 

“In a contract of hire,” says the 
Court, “when no definite period is 
expressed, in the absence of facts 
and circumstances showing a differ- 
ent intention, the law will presume 
a hiring at will. The fact that the 
hiring is at so much per week or 
month or year will raise no presump- 
tion that the hiring was for such 
period.” 
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our advantage in selling Owens-Illinois kitchen- 

p sana ensembles is that you're offering a woman 

more than just convenient utensils. In an ensemble 

you're selling A New Look for her kitchen this spring 

—the last word in decorating—flashing color— 

smart design—good construction and the finest 

lithographed finish that can be obtained—all for 
a price that even modest incomes can afford. 

For instance, the Bouquet pattern above is typical 

of the high styling and quality workmanship you'll 


find in all Owens-Illinois patterns. Decorating trends 


Co-ordinated with Correct 
Kitchen Color Trends... 


ee ae 











are constantly checked and customer wants are 
studied to produce timely designs for fast selling 
and rapid turnover. See our complete line at your 


jobber’s or contact our nearest sales office. 


KITCHENWARE ENSEMBLES 
by 


OWENS-ILLINOIS 
CAN COMPANY 


HOUSEWARES DIVISION © TOLEDO 
















This page from the 
“Welcome Book” is 
an example of the 
way in which Black 
& Co. extends greet- 
ings to newcomers. 


\ \ HEN a _ family 


moves into a strange city, one of 
its first concerns is about the 
stores in that community. Far too 
many cities extoll the beauties and 
various advantages of their com- 
munities without particular men- 
tion of the retail stores in welcom- 
ing these strangers to their midst. 
Many of them are already aware 
of these advantages before ever 
reaching their new place of resi- 
dence. The first persons who meet 
these strangers upon really famil- 
iar ground are the retail mer- 
chants. Therefore, the new family 
is very apt to form an opinion of 
the community after their first 
dealings with the stores of the 
community. 

Realizing this fact, Black & Com- 
pany, the Skandia Hardware Co., 
and a group of other Rockford, 
Ill., businessmen are cooperating 
in the issuance of one of the most 
novel “Welcome Books” in the 
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“Welcome Strangers! 
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That’s what the retail firms of 
Rockford, Ill., do and a “Welcome 
Book” which tells the retailers’ 
stories is the way they do it 














country. This book, which is de- 
livered to new families promptly 
upon moving into their new homes 
from outside Rockford, contains a 
welcome from each participating 
merchant in the form of a full-page 
store message. Many of these page 
ads have attached, a coupon, which 
when presented at the store of the 











merchant, entitles the newcomer to 
some valuable merchandise or ser- 
vice, free of charge. This is done 
with an idea of encouraging these 
new residents to visit the various 
stores and get acquainted with the 
personnel and the merchandise or 
services offered. These cooperat- 
ing merchants and their personnel 
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Make it shower More Profits 
from the Taylor Line! 


O FOOLING! April showers can bring you 

sales sunshine—and extra spring profits 
from the Taylor line. April is an in-between 
month for the seasons. Will it rain? Will it 
be cold? Is it warm enough to wear a light 
spring coat? 





Help your customers answer their weather 
questions by selling Taylor Outdoor Thermom- 
eters—accurate guides on how to dress. Fea- 
ture Taylor Baroguides and Stormoguides . 
that forecast weather 12 to 24 hours ahead. 

In April a woman’s fancy turns to specialty 
cooking—delicacies that appeal to jaded win- 
ter appetites. So now’s the time to sell Taylor 
Cooking Thermometers—candy and jelly, roast 
meat, bake oven—all aids to better cooking. 

See your wholesaler about ordering a stock 
today. There’s a wide range of Taylor Instru- 
ments to meet your customers’ needs and 
satisfy their pocketbooks. Put Taylor on dis- 
play and cash in on April weather and the 
famous Taylor name. Concentrate on the 
Taylor line for simplified and rapid selling. 
Taylor Instrument Companies, Rochester, 
N. Y., and Toronto, Canada. 
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(Aight) 

5109. Indoor Wall 

Thermometer. Walnut 

finish back. Invisible 

hanger. Each, retail 
2.00* 










(Above) 

5132. Outdoor Wall 
Thermometer. Hangs 
on wall. Easy to read. 
Wide temperature 
range. Each,retail75¢* 


(Right) 
5316. Temprite Win- 
dow Thermometer 


Mounting brackets. 
Adjustable “for easy 
reading. Each, retail 

$1.00* 





( Above) 

5928. Bake Oven Ther- 
mometer. BINOC glass 
tubing makes it easier, 
faster to read. Each, re- 
tail. ... $2.00.* Less 
expensive model, $1.00* 





(Left) 

5936. Roast Meat Thermom- 
eter. Insert in meat for better 
roasts. Each, retail . . $1.50* 


( Right) 

5908. Candy and Jelly Ther- 
mometer. For spring delica- 
cies. Range approximately 60° 
to 320° F. Each, retail $2.00* 
Less expensive model.. $1.00* 











(Left) 

2280F. Fisherman's 
Barometer. Tells when 
fish will bite. Smart in 
Bakelite case . . $5.00* 





(Left) 

2281. Renwick Model 
Baroguide. Smart, de- 
pendable. Correct 
readings up to 3500 
ee ee $5.50* 





*Prices slightly higher west of the Rockics and in Canada, 
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THE BASSICK COMPANY 


Bridgeport Connecticut 







































Welcome— 
To This Hardware Store of 


‘SERVICE and QUALITY 


OUR HOME FURNISHING DEPARTMENT, 
a wonderful store in itself, filled with all 
that's new and serviceable for the home .. . 
OUR HARDWARE DEPARTMENT—-You 
find builders’ hardware,—high grade tools 
for the shop or home—cutlery—paints—gar- 
den implements, in fact everything in the 


hardware line. A stove for every purpose— 
refrigerators—washing machines. 


FOR THE KIDDIES-—A complete assort- 
ment of toys and wheel goods. 


We Make Keys to Fit Any Lock 
“Make This Your Hardware Store!” 


SKANDIA HARDWARE CoO. 


SEVENTH STREET AT THIRD AVENUE 








And this is the way in which the Skandia Hardware Co. greets them. 


are prepared to answer all ques- 
tions relating to Rockford, and 
after that first visit, it is only nat- 
ural that the newcomers no long- 
er feel that they are strangers 
in the city for they have found 
new friends. The good will thus 
obtained is inevitable, and the 
above named concerns have 
gained hundreds of new friends 
and customers since the inception 


of this unusual book of welcome. 

To tie in with this Welcome 
Book, these merchants publish a 
full-page display ad in a local 
newspaper once each month. Con- 
taining pertinent facts about Rock- 
ford, this page also lists all of the 
new families who have moved intu 
the city during the month. The 
participating merchant’s names 
also are listed. 
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Warren Axe and Tool Co., Warren, Pa., offers this window display 
material for dealers’ use. The three panels and four signs are loaned to 


dealers and application for them should be made direct to the firm. 
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Modernizing the Hardware Store 


(Continued from page 44) 


be developed where sidewall space 
is not available and adaptations 
of racks used in the fixtures work 
out well. Golf bags appear well on 
platforms with step-ups that raise 
items shown in the back. Golf 
balls, tees and other accessories 
are displayed on tables or ledges 
to good advantage. 

Football and basketball equip- 
ment in most retail hardware 
stores is limited to popular selling 
and popular priced items. In such 
cases, displays on seasonal tables 
in the department are best. Large 
stores with more extensive stock 
will need additional tables and 
torso figures will be useful in 
showing uniforms and other gear. 

Skis can be shown to best ad- 
vantage in platform fixtures along 
the sidewall. Usually a strip with 
wooden pins fastened to the fix- 
ture background separates types 





Skis are shown on the platform 
fixture at the Warner Hardware 
Co.’s Hennepin Ave. store, Minne- 


apolis, Minn. This section is 
changed to show other sporting 
goods during their seasons. 


and models of skis and keeps the 
display in order. Some ski har- 
ness and accessories can also be 
shown on this background, al- 
though this merchandise is usual- 
ly more accessible to customers if 
shown on tables equipped with 
step up displayers. 

Ice skates are shown on tables 
or ledges for the most part, with 
stock below the fixture in open 
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shelves. Some dealers have de- 
veloped special sections composed 
of narrow shelves on three sides 
which will take the floor space of 
two display tables. The shelves 
are about 3 ft. high, have ad- 
justable shelves and hold stocks 
of skates. Chairs are placed in 
the center for trying on skates. 
The entire unit is removed after 
the season is over. Individual 
models of skates are shown on the 
top of the low shelves where cus- 
tomers can examine them. 

There are many other items in 
sporting goods, such as archery, 
swimming equipment, etc., found 
only in some of the larger stores. 








Displays of this merchandise de- | 


pend so much upon the stock car- 
ried and space available that gen- 
eral suggestions are hard to apply. 

Very few hardware stores, even 
though they carry conservative 
stocks of sporting goods, have 
sufficient space to show all items 
in a permanent location through- 
out the entire year. As a result, 
changes must always be made in 
the display of the department. 
Seasonal items must be brought 
forth and other items put away. 
The merchant who equips himself 
with properly designed fixtures 
and the necessary accessories can 
make these changes quickly and 


keep the sporting goods depart- | 
ment one of the most attractive | 


and interesting in the entire store. 

Arrangement, location and dis- 
play in other departments will be 
discussed in other articles of this 
series. 


Seed Show 


Knowing that it is vitally im- 
portant for farmers to know 
everything possible about seeds 
and soil conditions, merchants at 
St. Cloud, Minn., stage an annual 
seed show once a year which is 
attended by thousands of farmers. 
A fine program is arranged to dis- 
cuss these topics, and farmers go 
home from such a show with lots 
of fine ideas to put into effect 
when they plant their land in the 
spring. The event also brings 


much business to St. Cloud mer- 


chants. 


228 N. LASALLE ST 





LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 


St. Louis, Philadelphia, Jersey City. 















TURN OLD PAINT STOCK 
INTO LIQUID ASSETS 
with 
TAMMS PAINT MIXER 

and AGITATOR 


AC, % HP, 110 Volt 
MOTOR $7.95 





@ No need to let old stocks deteriorate on the 
shelves . . . give them a thorough mixing and 
make them good as new with a TAMMS Paint 
Mixer and Agitator. Boost your paint sales 
. . . mix every can of paint before it goes out. . . 
assure yourself that every customer is a satisfied 
one! 

@ LOW COST . . . yet TAMMS Paint Mixer 
is made of highest quality materials that makes 
possible unlimited trouble-free service. Machine 
mixes paint in cans ranging from pints to gallons. 
Quick adjustment to can size! 

@ GUARANTEED for ONE YEAR against defects 
in material or workmanship. 


ORDER YOUR TAMMS PAINT MIXER NOW! 


TAMMS SILICA CO. 


CHICAGO, ILL. 





53 








» alte 


THIS D&M DISPLAY 
attractively presents 
a complete line of 






Standard Assortment 





























No. S-40 Consists of: af selected Spring and 
Retail Value He dise. 
1 dozen No. D2 Baseballs $0.10 Each an i i, : Summer merchan se 
6/12 doen No. D7 Bascballs LL) O38 Bach “UA” wah ; furnished 
lozen No. D7 Baseballs ke ac j i i i 
3/12 dozen No. D9 Baseballs ‘ $e 0.50 Each ‘ \ 7. The display . 
3/12 dozen No. D12 Baseballs 0.79 Each r . WITHOUT CHARGE 
2/12 dozen No. D20 Baseballs 1.15 Each ¢ Ld S ‘ 
1/12 dozen No. D30 Baseballs 150 Each or? Pp with each standard D&M 
2/12 dozen No. DG8 Fielders’ Gloves . 0.85 Each 
2/12 dozen No. DG12 Fielders’ Gloves 1.5 Each oy 4) Assortment No. S-40. 
2/12 dozen No. DG16 Fielders’ Gloves 1.75 Each e ~~ ' A 
2/12 dozen No. DG1I?7 Fielders’ Gloves 2.25 Each . £3 
1/12 dozen No. DG26 Fielders’ Gloves 3.75 Each 
1/12 dozen No. DC77 Catchers’ Mitt 1.15 Each 
1/12 dozen No. DC84 Catchers’ Mitt 2.65 Each 
1/12 dozen No. DB55 Basemens’ Mitt 1.75 Each nig / 
1 dozen No. D40 —12” Softballs 0.25 Each : ~ = = ere 
3/12 dozen No. D60 —12” Softballs 0.50 Each a} : s i 
3/12 dozen No. D65 —12” Softballs 0.85 Each - 
2/12 dozen No. D70 —12” Softballs .. L15 Each 
1/12 dozen No. D72 —12” Softballs 1.40 Each 
1/12 dozen No. D70N—12” Softballs 1.15 Each 4 
1/12 dozen No. DP120 Softball Glove 3.00 Each DEALERS COST 
1/12 dozen No. DM138 Softball Mitt . 2.85 Each 
2/12 dozen No. DAB Softball Bats .. 0.35 Each 
2/12 dozen No. DSB Softball Bats .. 0.50 Each NRAPER A WE THe ‘ ® : 
2/12 dozen No. D90 Baseball Bats 0.25 Each i $ 
2/12 dozen No. D72 Baseball Bats 0.50 Each ° <4 , 
1/12 dozen Challenge Tennis Racket 3.25 Each oe THE LUCKY DOG KIND — 9 
1/12 dozen Triumph Tennis Racket 4.00 Each 


RETAIL VALUE 
YOUR JOBBER CAN GIVE YOU COMPLETE INFORMATION.. IF YOU DO NOT KNOW THE NAME Acie US DIRECT! 
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With The Wet Celie ad 







CENTRIFUGAL 
SUMP PUMPS 


Spring always brings peak sump pump business. Sud- 
den showers—heavy rainfall—rapidly thawing snow—this 
is the season when dealers profit from wet and flooded 
basements. That's why so many of them regularly stock 
Myers Sump Pumps. Prepared for emergency calls from 
the owners of homes and other buildings where basements 
are flooded—they get this profitable business that other- a 























wise would go elsewhere. 






Order now—we are ready to make prompt shipments. 
Write or wire. 


THEF.E.MYERS & BRO. co. 


ASHLAND, OHIO. 








PUMPS — WATER SYSTEMS — SPRAYERS —HAY TOOLS — DOOR HANGERS 
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’Round-the-World Calling Cards 
Make Him Welcome Everywhere 


Bas K LEWIS, elec- 


trical appliance salesman at Car- 
lisle’s—Winchester Square Store, 
Springfield, Mass., has worked out 
several unusual calling cards 
which help appliance prospects 
remember his call and gain a cor- 
dial reception for him on sub- 
sequent visits. 

Each card, approximately postal 
card size, features a photograph 
of Mr. Lewis taken in some un- 
usual part of the world. Pictures 
were secured on various trips dur- 
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Frank Lewis of Carlisle’s, Springfield, 
Mass., uses a human interest method 
of introducing himself and finds it’s 
an aid in selling electrical appliances 


ing vacation periods to foreign 
countries. The cards stress the 
fact that Mr. Lewis is a world 
traveler and the pictures certainly 
confirm this fact. Printed below 


each illustration is a short descrip- 
tion of the picture and of Mr. 
Lewis’ experiences. At the bottom 
of the card the customer is re- 
minded that Mr. Lewis sells elec- 
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ADDITIONAL ITEMS 
YOUR CUSTOMERS NEED 





Every householder that comes into 
your store needs a heater cord, a 
replacement cord, a plug, a triple 
tap or some similar device. 


General Electric has a line of these 
devices that it will pay you to stock. 
The widely known G-E monogram 
will help you to sell. 


Display them on your counter and 
in your window to remind cus- 
tomers. You can add one or more 
of these devices to every sale. For 
further information see the nearest 
G-E Merchandise Distributor or mail 
the coupon below. 


General Electric Company | 
Section D 0454 
Appliance and Merchandise Dept. l 


Bridgeport, Connecticut 


| Sirs: Please send me complete infor- 

| mation on your wiring devices for additional | 
l over-the-counter sales. | 
| Name ........ | 
| Address... ” 


City. <nveae ShbE 





ELECTRIC 


GENERAL ° 











| 
| 








FRANK LEWIS—WORLD TRAVELER 


oe) 


Frank Lewis seen at 
the Great Wall of 
China. Other cards 
picture him in 
Egypt, in the Philip- 
pines and in many 
other far off sec- 
tions of the globe. 
There’s no doubt 
about it — he cer- 
tainly is a world 
traveler. 


oO 





Frank is riding the donkey “Mongolia” at the 





the Great Wall lies the Gobi Desert in Mongolia, 
the prehistoric home of Dinosaurs. 


FRANK LEWIS SELLS ELECTRICAL APPLIANCES 


AT CARLISLE'S - 


trical appliances at Carlisle’s— 
Winchester Square Store. 

Mr. Lewis gives the housewife 
or appliance prospect one of the 
cards when the first call is made. 
Other cards are presented on sub- 
sequent visits, and, because the 
cards are so unusual, the _ indi- 
vidual immediately remembers the 
previous call, Mr. Lewis and the 
firm he represents. 

Prospects who have received 
these cards have a secondary use 
for them, Mr. Lewis has found. 
They give the cards to the children 
who are always interested in un- 
usual pictures of far away places. 
As a result, the youngsters in the 
home are always anxious to have 
additional cards, so the housewife 
more or less welcomes the next 
call from Mr. Lewis. Today he is 
always assured of a friendly re- 
ception whenever he visits the 
home of a prospect or a customer. 

Mr. Lewis’ fame as a world 
traveler has spread far in and 
around Springfield, Mass. They 
tell the story, of the city school 
teacher who asked a pupil to name 
three world travelers or explorers. 
The student proudly and quickly 
named Admiral Byrd, Lincoln 
Ellsworth and Frank Lewis. Cer- 


Great Wall near Peiping, North China. Beyond | 
| 


WINCHESTER SQUARE STORE 


tainly the young people of the 
community will be well acquainted 
with Mr. Lewis when they are old 
enough to need electrical appli- 
ances. 

These unusual calling cards 
help appliance prospects to re- 
member the individual and the 
firm he represents. Most people 
are anxious to have additional 
cards for the children, so welcome 
another visit. They have made 
Mr. Lewis very well known in the 
community and have developed 
consumer acceptance for him and 
his firm. 


Promoting Theater 


“You have to entertain people 
before you sell ’em,” believe mer- 
chants of Omro, Wis., and they 
have proved it. In this town of 
1300 the merchants, who were 
without a movie, promoted a thea- 
ter through a cooperative asso- 
ciation. The idea drew people 
from nearby rural areas who had 
never been to Omro very often. 
Now the theater is profitable, 
earns enough for merchants to do 
other worthwhile things for the 
community, and keeps cash regis- 
ters clicking with increased sales 
at individual stores. 


HARDWARE AGE 


aa tate 
at ea Se, 











TRE ONO 


RS 





ti 











. EP, cea 


he 








id 


‘is- 
les 











APRIL 18, 1940 


Letters to 


The Editor 


Competition From Lumber Yards 


Epitor, HarpWARE AGE: 

Having read your article on Lum- 
ber Yards on page 23 of HARDWARE 
Ace (March 21, 1940), we wish to 
take exception to same as far as this 
locality is concerned. 

Our experience is that our cus- 
tomers complain they cannot meet 
the prices quoted by lumber dealers 
on such items of hardware that the 
lumber company will sell, for the 
reason that they use these as foot- 
balls selling garage door sets, hold- 
ers, butts, chrome cabinet hinges, 
etc., at from cost to 10 per cent cost 
at the most, direct to the consumer. 
This is done to get their lumber 
business, as we understand there is 
a big profit in this, and to get it the 
lumber dealer will sell hardware, at 
least in this section at cost. 

Another thing is that leading fac- 
tories sell the lumber companies here 
at extreme jobbing prices so they 
can ruin these items with the local 
dealers. This can be verified by get- 
ting in touch with some of the local 
dealers. —G. G. KNoEck, 

President, G. G. Knoeck, Inc., 
Hartford, Conn. 
Epviror, HARDWARE AGE: 

We have read your editorial en- 
titled “Lumber Yards” on page 23 of 
the March 21 issue of HARDWARE 
AcE, and we want to compliment and 
congratulate you on this unbiased 
and common sense editorial. 

Just what may have caused retail 
lumber dealers to stock builders’ 
hardware and paint is a matter for 
debate. It is a fact that quite gen- 
erally lumber yards are handling 
these two commodities. From our 
own observations we can only con- 
clude that lumber dealers will con- 
tinue to handle these two commod- 
ities for obvious reasons. 

Therefore, it seems to us that good 
sound reasoning on the part of the 
retail hardware dealers would be to 
recognize this situation and through 







local, friendly, cooperative efforts 
attempt to “freeze” the situation as 
it now exists. 

Our company confines its sales of 
hardware strictly to builders’ hard- 
ware and paint. All items are dis- 
played and prominently priced for 
the benefit of the public, and prices 
in all cases permit of a very fair 
profit and in many cases are actually 
higher than prices quoted by local 
retail hardware stores. We sell our 
hardware and paint through proper 
displaying of it plus customer’s ac- 
ceptance, and ignore competitive 
prices. We think this policy is quite 
generally true with so-called line- 
yard lumber concerns operating in 
this section of the country. 

Our company has discontinued the 
stocking and saie of woven wire 
fencing and steel posts, turning this 
business over to local hardware 
stores. Naturally, in this we have 
been selfish as in our opinion the 
profit to be produced from these 
items did not warrant the carrying 
of the investment in both merchan- 
dise and accounts. We found our 
boys could spend their time to better 
advantage in selling other com- 
modities which produced a_ better 
profit and a better turnover. 

Our company will not permit our 
managers to order out general hard- 
ware items for their own personal 
use or for other consumers locally. 
We insist that on general hardware 
items they refer any prospects to 
local retailers of hardware. 

The retail hardware dealers in this 
section of the country should not 
fear lumber yard competition. As 
we see the picture, competition 
which has been affecting them ad- 
versely is catalog house and stores 
such as Coast to Coast, Gamble 
Stores, etc. 

There is a very sincere desire on 
the part of retail hardware lumber 
dealers generally throughout these 
northwestern states for the local 





hardware dealer to prosper, and we 
all realize very well that unless other 
business people in towns where we 
operate make money and are able to 
continue in business, the town, the 
community, and we ourselves feel 
the adverse effects. 
—Vick-PRESIDENT, 

of a Northwest Lumber Company. 
Epiror, HARDWARE AGE: 

In a recent issue of HARDWARE 
Acre there was some editorial com- 
ment and several letters on the inva- 
sion of the hardware field by the lum- 
ber dealers (see H. A., March 21. 
1940, page 23), and the feeling 
seemed to be that the hardware 
dealers had been lax in cultivating 
this business. Undoubtedly some of 
this criticism is justified, as too 
many dealers still think that be- 
cause of their own personal at- 
tributes, or because they are civic 
minded, or because they have done 
business on the same spot for 50 
years, religiously washing their 
windows every year, that the good 
Lord has endowed them with the 
right to all the hardware business in 
their town. 

This feeling, by and large, has 
done more to set back our business 
than perhaps any one thing. How- 
ever, this is not the point I am en- 
deavoring to make and that is that 
trade follows natural trends. Man is 
inherently lazy and the reason lum- 
ber yards are stocking hardware is 
that it is much more convenient for 
the carpenter to pick up his hard- 
ware the same time he does his lum- 
ber. Gasoline stations sell tires and 
auto accessories for the same reason. 
drug stores sell inexpensive electrical 
appliances, cigars, and many other 
items which cannot in any way be 
classed as drug items. Further illus- 
trations are useless as every man as 
he reads this is thinking of the many 
different types of stores or businesse~< 

(Continued on page 100) 
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A Mod 


Fis: of all, the ob- 


ject of corporate organization 
should be the seeking of simplic- 
ity—the most direct approach to 
the ends desired. What is needed 
is a clear outline of the various 
corporate functions—clearness of 
authority but an avoidance of 
bureaucratic rigidity. A good or- 
ganization must have a reasonable 
amount of flexibility. 

Long winded, uncontrolled di- 
rectors’ meetings not only waste 
valuable time but there is always 
the danger of trouble and bad feel- 
ing between directors when more 
or less loose talk runs unchecked. 
There are methods of controlling 
all this with the proper plan of 
running directors’ meetings. 

An executive committee has its 
advantages, especially when the 
board has a large membership. 
The executive committee is sup- 
posed to function between the 
regular meetings of the board, or 
when a board quorum can not be 
found. 

If the executive committee is 
composed of board members who 
are in close touch with the busi- 
ness all is well and good. But ex- 
ecutive committees are often ap- 
pointed as a check on the officers 
and the management of the corpo- 
ration, and, in such cases, often 
stand in the way of good manage- 
ment and lead to breaks in neces- 
sary harmonious relations. 

I have known of cases when the 
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SAUNDERS NORVELL, in this 


article, discusses the various steps 
essential to the organization of... 


ern Corporation 


and outlines a method of procedure 
which has resulted in the promotion 
of efficiency in directors’ meetings 


executive committee insisted on 
even small disbursements being re- 
funded to them. Executive com- 
mittees usually try to control cash 
and the financial end of manage- 
ment. Often they are absent, no 
quorum can be brought together 
and then the president will take it 
upon himself to authorize expendi- 
tures that are necessary—subject 
to the approval of the executive 
committee when next it has a meet- 
ing. This is a very bad practice 
and sets a bad precedent as it will 
soon be found that all down the 
line expenditures are being made 
“subject to approval.” When the 
thing is done and the money 
spent, approval or no approval 
cuts very little figure. 

When the board is elected it is 
a good idea to draw up a chart of 
the organization so the duties of 
officers and managers and their 
authority can be definitely out- 
lined. This outlining of responsi- 
bilities brings up right in the be- 
ginning questions that should be 
definitely settled now instead of 
being left open to cause a lot of 
trouble afterwards. 

The board is naturally at the 


“The object of corporate 
organization should be the 
seeking of simplicity—the 
most direct approach to 
the ends desired.” 











top. If there is an executive com- 
mittee it comes out of and is under 
the board. Then comes the presi- 
dent and down from him the other 
officers and department managers. 
The best organization and the 
simplest is to have. all of them 
under the president and report to 
him. In some corporations certain 
vice-presidents, and especially the 
treasurer, report separately to the 
board. This is not good organiza- 
tion. There is no necessity for this 
if board meetings are organized 
as I will outline as follows: 

There is usually a chairman of 
the board. If he sticks to his 
board duties all is well and good. 
But board chairmen often cause 
trouble by meddling in the presi- 
dent’s duties. 

The following procedure has 
been adopted and used for a num- 
ber of years by one of the largest 
and most successful corporations 
in the country—one with several 
subsidiary companies owned and 
controlled by the parent corpora- 
tion. It is the result of the best 
legal council and the advice of 
corporation organization experts. 
Experience has taught that this 
plan— 

1—Puts responsibility right up 
to each director. 

2—Avoids loose talk and ques- 
tions of memory. 

3—Holds the directors’ meet- 


HARDWARE AGE 





weer 





‘ 
i 





Ni cash Ea a 


TH 








Sales 












& 
& 
£ 
3, 





S- 








HOW TO MAKE 
TWO SALES GROW 


where one grew before 





When a customer comes in to buy a 
chisel (or any other edged tool) ... 







2 Don’t just sell him the chisel . . 





Sell him a Sharpening Stone made 
by Carborundum to keep it sharp! 








@ You'll be surprised how easily you can 
make extra sales with this simple selling tech- 
nique. Anyone using a chisel, plane, carving 
tool... or any other edged tool is faced with 
the continual problem of keeping it sharp... 
a problem to which the obvious answer is a 
Carborundum Brand Silicon Carbide or 
Aloxite Brand Aluminum Oxide 


NATIONAL 


Sharpening Stone designed for 
HARDWARE 


the purpose. Try this idea of 
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pairing up your sales. You'll 


P we are cooreatne 


make a lot of added profits. * 


nll 


FOR EXTRA SALES AND 
QUICK PROFITS pair up with 


CARBO NDUM 


ABRASIVE = » PRODUCTS 
bp 












THE CARBORUNODUM 


REG. U.S. PAT. OFF, 


COMPANY °®? 


NIAGARA FALLS, N. Y. 


Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, Boston, Pittsburgh, Cincinnati, Grand Rapids 


(Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company) 
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Pre-Season Offer 
Pays Extra Profit 











YOU MAKE $5.00 on each $10.40 of retail sales if 
you buy Red Arrow Garden Spray now, in the No. 
720 Assortment, at the special pre-season price. 
This highly concentrated Pyrethrum-Rotenone-Soap 
spray is the only insecticide most home gardeners 
need—and most of them know it. Red Arrow is 
nationally advertised in more magazines, to more 
millions of home gardeners, than any other garden 
insecticide. Take advantage of this extra profit 
opportunity. Order Red Arrow from your jobber 
now. Or write, giving jobber’s name, for details. 


THE McCORMICK SALES CO. 
403 Light St., Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 





Fast Profits 


Simplex size-marked pump leathers show 
profit in many ways. They cost no more 
than other good packings and the size- 
marked feature eliminates mistakes and 


customer complaints 


Simplex pump leathers stay sold. Customer 
satisfaction is assured because the leathers 
always fit the first time 


Ask your jobber or write us for price list 
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ings right down to the business in 


hand. 

4—Saves time and useless dis- 
cussions on side issues. 

5—Leaves a definite record of 
the business brought before the 
board. 

6—Gives every director an op- 
portunity to ask information, and 
to approve or disapprove definite- 
ly anything planned or being done 
by the leading departments of the 
business. 


7—As all that is said at a direc- 
tors’ meeting becomes a record, 
each director’s responsibility is 
definitely fixed and future alibis 


are ruled out. 
* 7” * 


Here is the plan— 

Each department head—a direc- 
tor—chairman of the board, chair- 
man of the executive committee, 
president, treasurer, secretary, and 
vice-presidents in charge of sales, 
production, etc., make out their 
reports in full detail and a type- 
written copy of each is supplied 
to every director one week in ad- 
vance of the directors’ meetings. 
It is each director’s duty to study 
his reports before the meeting and 
attach to each report in writing, 
any comment he has to make on 
each report. Therefore every di- 
rector is expected to be fully 
posted on the report of every de- 
partment when he takes his seat 
at the meeting. 

Naturally at the meeting reports 
are taken up by the chairman in 
order of rank. First his own re- 
port, then in turf the president’s, 
treasurer's, secretary’s, vice-presi- 
dent’s, etc. 

These reports are not read, but 
the director’s comments on each 
report are. In case of votes of ap- 
proval or disapproval the notes 
are taken by the secretary and be- 
come a part of the record. Every 
head of an important part of the 
business makes his recommenda- 
tions, requests, etc., for his depart- 
ment (in writing) and receives 
authority to carry out his plans 
or is told “no” and why. 

Space prevents my giving ex- 
amples of questions that arise, but 
already rules have been agreed 
upon covering administration 
problems that naturally would 
arise in the going business. 

Just one important agreement 





- all on record — will show how 
time wasted discussions, argu- 
ments, etc., are avoided. 


Let us take the case of actual 
cash disbursements. Who has the 
final say? 

I know in the case of one corpo- 
ration with a number of subsidi- 
aries that the president of a sub- 
sidiary was not allowed to state 
the amount that the company 
would pay in a community chest 
drive. This had to go before the 
executive committee. The drive 
would be over before the execu- 
tive committee got around to it. 
So the president, as in other 
urgent matters, made his subscrip- 
tion subject to approval. The 
board or executive committee al- 
ways approved, sometimes with 
criticisms, but here we had the 
case of a company who paid a 
president say $50,000 salary but 
would not allow him to use his 
judgment on a donation of $1,000. 
This same president could not 
spend $5,000 or $10,000 on need- 
ed new machinery. In a pinch he 
did authorize purchases—subject 
to approval! 

This company of which I am 
writing —one of the most con- 
servative in the country, had the 
following rule — figures may not 
be exact but they will carry out 
the idea: 


Division of Authority 


The president had the authority 
to spend up to $50,000 for the 
business on his own authority. If 
he wanted over $50,000 up to 
$100,000 he had to ask the execu- 
tive committee through its chair- 
man. If they approved it was all 
OK. If the president wanted $100,- 
000 then he must put his request, 
in written report, to a regular 
board meeting. Of course, all these 
reports were carefully written out 
and came to the board at the 
regular monthly meetings. 

The president in turn author- 
ized his heads of departments to 
spend $5,000 or $10,000 etc. etc. 
according to their judgment, just 
making their written report to 
him. So in this company, men se- 
lected for their experience and 
ability were given a large measure 
of authority even over cash ex- 
penditures in their departments. 
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To illustrate, suppose the vice- 
president in charge of sales and 
advertising decided it would be 
profitable to measure the regular 
allowance for advertising say $10,- 
000 for a certain month. He could 
do it immediately, but of course 
later in his report to the president 
he would give his reasons. 

All this, of course, did not mean 
that there were not meetings to 
discuss various plans, but it did 
mean when an active head of a 
department made up his mind to 
do certain things he was not ham- 
strung by a lot of unnecessary red 
tape in carrying his ideas through. 

In concluding this article on 
corporate organization, let me 
say these plans made the minor 
executives more conservative, be- 
cause, having a free hand for 
prompt action, they were held 
strictly accountable for results by 
the board of directors. With this 


measure of freedom the lower 
class of executives soon clearly 
showed their judgment and 
quality. 

Just one more word. In arrang- 
ing the organization chart of 
even a large company there are 
usually only three heads on top. 

1—The president—under him, 
sales, advertising and _ general 
management. 

2—The treasurer—under him, 
finances, credits, accounting, sta- 
tistics. 

3—Vice-president in charge of 
production—making the goods. 

Actually three men are all that 
is necessary to manage and run 
even a large corporation. 

The object of every well-man- 
aged corporation is to try its best 
to emulate the economy of effort 
and wisdom of one man—a first 
class man—running his own little 
business. 








Wholesaling-Retailing Concerns 
Under Wages and Hours Law 


NQUIRIES to Harpware AGE 

from time to time indicate some 
uncertainty as to whether a_busi- 
ness engaged in both wholesale and 
retail selling is subject to the Fed- 
eral Wages and Hours Law. To 
clarify this point in the minds of 
dealers operating businesses of this 
type, ruling on the question as set 
forth in Interpretative Bulletin No. 
6 of the Wage and Hour Division 
of the Department of Labor is re- 
produced. 

“Many inquiries have been re- 
ceived with respect to business en- 
terprises which in the ordinary 
course of business engage both in 
wholesale and retail selling—cases 
in which the wholesale selling and 
the retail selling each constitutes a 
substantial portion of the business. 
In such cases, the business, taken 
as a whole, may not be considered 
to be a ‘retail establishment’ within 
the meaning of the exemption. This 
does not mean, however, that section 
13(a) (2) is necessarily inapplica- 
ble to the retail portion of the enter- 
prise. If the retail branch of the 
business is distinct and separate 
from the wholesale branch — as 
where a room or rooms are set aside 
for retail selling—such retail branch 
taken alone would ordinarily be 
considered a ‘retail establishment.’ 
On the other hand, if the entire 
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enterprise is consolidated and op- 
erates as a distinct or integrated 
business unit; if there is no physi- 
cal separation whatever between 
the wholesale and retail branches 
of the business, then the exemption 
would not apply. The enterprise 
would have to be treated as a whole 
and as such it could not properly 
be described as a ‘retail establish- 
ment.’ 

“A few isolated wholesale sales 
made by a predominately retail en- 
terprise will not preclude such en- 
terprise from being properly desig- 
nated as a ‘retail establishment’ 
within the meaning of the exemp- 
tion. Conversely, a wholesale selling 
concern may not claim to be a re- 
tail ‘establishment’ merely by rea- 
son of an occasional retail sale.” 





Independents Cooperate 


Desiring to secure more business 
and to advertise regularly to a 
bigger trade territory, nine inde- 
pendent merchants, including a 
hardware concern, in a_ small 
North Dakota town issue an eight- 
page circular once a month in 
lots of 20,000, thus placing a large 
advertising broadside before a po- 
tent prospect list, the cost being 
very reasonable. 











Year "Round 
SALES 


CATAPHOTE 
Curb-Side 


REFLECTING 
HOUSE NUMBER 


Two Styles—to retail at 


$00 and $300 


e 
( NOMINAL INVESTMENT 
Economical Stock Upkeep 
Frame and Post of heavy, rust-resisting 
steel; finished in high-grade baked 
enamel. Not affected by atmospheric 
conditions or salt air. 


Large reflecting numerals of sharp silver 
with white border are visible at 300 feet 
and readable at 150 feet. They will 
hold their brightness indefinitely regard- 
less of weather conditions. Numerals 
are individual and easily changed. 


Wire anchor, at bottom of post, locks 


itself into the ground—making pilfering 
difficult. 






12” 4” 


POST 
20” 


SEND FO 
TRADE PRICES AND LITERATURE 


WESTERN CATAPHOTE CORP. 
TOLEDO, OHIO 












The 
WONDER 
TOOL 
that 
SELLS 
ITSELF 





Our national advertising sends you new 
buyers for Handee, who become year- 
around regulars for accessories. 
Be sure to have this attractive Demonstra- 
tor on your counter—a steady profit maker 
it will pay you to keep right out in front. 
Requires only 2 sq. ft. space. 
Handee is the original tool of its type and 
the leader today. More of them in use than 
all other makes combined, by mechanics, 
repairmen and hobbyists everywhere, hbe- 
cause of precision performance, unequalled 
smoothness and safe speed. 
Standard Model $10.75 with 3 Accessories. 
De Luxe Model $18.50 with 6 Accessories. 
Ultra de Luxe Set (De Luxe Handee and 27 
most popular Accessories in metal carrying 
case) $25.00. 
Always have a sufficient stock of Handees 
and Accessories on hand to take care of 
orders promptly. 

Write for Special Deals and Full Information 


on Accessory Counter Case. 
CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA, Chicago, III. 
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Gadget Shop Stimulates Sales 
in Other Departments 


Morehouse & Wells Co., Decatur, IIl., 


has increased housewares’ sales 






This gadget shop de luxe has 
increased good will and sales. 


Eun since the More- 


house & Wells Company, Decatur, 
Ill., installed a gadget shop in the 
housewares section on the main 
floor of its retail store, the depart- 
ment has been a paying proposi- 
tion and a source of added good 
will and greater prestige. It con- 
stitutes one answer to the question 
that hardware merchants are ever 
asking, “What shall we do to 
widen our sphere of operation, in- 
crease sales, garner more profits 
and turn the trick with the same 
organization and facilities we 
have for the sale of our regular 
goods?” 

When it was noticed that women 
were coming to the Morehouse & 
Wells store in increasing numbers, 


Manager H. Ray Myers decided 





to add a department for their 
special benefit, stock it with new 
and useful gadgets which would 
strongly appeal to them and cause 
them to buy on the spot. This, it 
was believed, would not only have 
the effect of rendering a. still 
broader degree of service, but 
also would enable the firm to in- 
crease its volume and spread the 
overhead expense over a larger 
number of products. The depart- 
ment is off to one side up front, 
and is adjacent to the electrical 
goods. 

A pink sign, having a green 
background with silver and white 
trim, reads “The Gadget Shop.” 
A battery of concealed lights 
throws a flood of illumination on 
a large white panel set at an 





by means of this section 


oblique angle. This panel, trimmed 
with silver, is about 20 ft. wide, 
extends down from the lights to a 
point waist high from the floor. 
This creates a back-bar effect 
since there is an aisle, 2 ft. wide, 
between the panel and the main 
display counter. Cleverly grouped 
on the panel are 36 individual, 
diamond-shaped displays of time 
savers, work simplifiers, novelties 
and trouble-free gadgets. Each is 
described and a highly colored, 
pertinent illustration of its use ap- 
pears behind it. 

Representative items are a 
punch ladle, pepper mill, ice 
crusher, bacon server, butter curl- 
er, cheese corer, egg breaker, cake 
server, pie crimper, etc. A green 
colored ledge, about a foot wide, 
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forms the base of the panel. Many 
additional gadgets are displayed 
at this point. 

The display counter is 3 ft. 
wide and, like the back-bar shelf 





Proof of the Pudding 


Is in the making and serving as well as in the eating, when you 
have the magic of gadgets like these on your side. You'll not 
only find new fun in entertaining, but your guests will be so 
fascinated, they'll vote you No. | hostess. We warn you, 
when you come to look, you'll stay to buy. But don’t worry 
—the prices won't even put a dent in your pocket 





Here are only a few of the wide vanety in our Gadget Shop— 
all equally feschnating, all equally inenpensve. Come wm sad see 


them and you'll wonder how you ever got along without them 


Morehouse & Wells Co. 











Here’s an interesting gadget 
ad that brought real business. 
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or ledge, has a green top. The 
shelving beneath it, which is used 
for surplus stock, is covered on 
the outside with plyboard, painted 
a greyish shade. The baseboard is 
a pink hue which harmonizes 
with the color of the overhead 
sign. 

The counter itself is about 24 ft. 
long, is waist high, and is curved 
at one end closing the aisle and 
leaving one entrance to the stor- 
age space beneath the counter and 
the several storage compartments 
beneath the back-bar. 

Displayed on the counter are 
numerous items not found on the 
panel or ledge. In some instances, 
there are duplications. Each ob- 
ject rests on a colorful paper doily 
bearing a price card and descrip- 
tive copy. There is no crowding 
of items. The nut crackers, alumi- 
num ladles, glass fruit knives. 
chrome ladles, etc., sharply stand 
out in the light shining down on 
them. 


All items, save those fastened 
on to the large panel, are shown 
in such a manner that they can 
be quickly picked up, handled and 
carefully examined. The articles 
shown are of universal interest 
and their adaptation is modern. 
There is a large variety to choose 
from and the price of each article 
is so low that it is a common oc- 
currence for a customer to pur- 
chase several gadgets at a time. 


“We are demonstrating right 
along that gadgets can be profit- 
ably merchandised in the hard- 
ware store, and that such a store 
is a logical outlet for their sale,” 
states Mrs. Janet Hamilton, who 
is in charge of the housewares 
section in which The Gadget Shop 
is housed. 

“In our own case, the depart- 
ment has added to the popularity 
and prestige of our establishment. 
and has helped to build a greater 
following. Moreover, the sale of 
gadgets tends to promote the sale 
of related goods and vice versa. 
Also, the department has added to 
our reputation for being wide 
awake and progressive. 


“And one of the most gratify- 
ing features, is the fact that we 
have a turnover of three times a 
year in the department, which 
means a lot of extra profits.” 





















Sealed 


NEWPORT 


STEAM DISTILLED 


WOOD TURPENTINE 





Why a lot of words 











home owners, painting 
contractors, retailers, jobbers and paint 
manufacturers K N O W there is no bet- 
ter turpentine than Newport Steam Dis- 
tilled Wood Turpentine. The Newport 
green, black and white display packages 
sell on sight. 
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HOUSE PASSES NEW POLLUTION CONTROL BILL; 
DIFFICULTIES TO BE IRONED OUT WITH SENATE 


(Washington Bureau 
of HARDWARE AGE) 

A stream pollution control 
measure, endorsed by sportsmen 
and conservation groups and de- 
scribed by some members of Con- 
gress as a “step in the right di- 
rection,” was passed recently by 
the House. Because of differ- 
ences in the bill which passed 
the Senate last July, the House- 
approved draft has been sent to 
conference where House and Sen- 
ate conferees are attempting to 
iron out differences, before the 
measure sent to the White 
House. 

The House draft, expected to 
prevail when the conferees take 
final action, strikes from the Sen- 
ate-approved measure the $700,- 
000 appropriation to cover state 
administrative expenses, pares the 
figure suggested for Federal ad- 
ministrative expenses from $300,- 
000 down to $250,000, and takes 


is 


out the provision under which | 


Federal grants-in-aid municipal- 
ities and other governmental 
units and_ industrial 
would have been eligible for Fed- 
eral grants. Instead the House 
bill gives authority to the Recon- 
struction Finance Corp. to make 
long-term loans at rates to be de- 
termined by the lending agency. 


concerns 


Offered by Representative Ear! 
E. Mundt, Republican of South 
Dakota, and sponsored by sports- 
men and conservation groups as a 
compromise move to enhance the 
passage of water pollution con- 
trol, the Mundt amendment is 
designed to prohibit new sources 
of pollution. In the event of non- 
compliance where application was 
denied, the Federal government 
could go into a Federal court and 
bring injunction proceedings to 
abate the nuisance. 

Both House and Senate bills 
contemplate two steps: (1) to 
launch a comprehensive study of 
the problem of pollution of navi- 
gable waters from a_ national 
viewpoint to determine what 
should be done and the order of 
procedure; and (2) to embark 
on a Federal plan to aid munici- 
palities, states, and governmental 
divisions and industries to relieve 
the cause of pollution. 


| into navigable waters would be 








A water pollution division ot 
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the Public Health Service would 
be empowered to make recom- 
mendations to the Surgeon Gen- 
eral and to classify the navigabl. 
waters into sanitary water dis- 
tricts. Governmental divisions 
discharging untreated or inade- 
quately treated sewage or waste 


eligible for RFC loans. 


E. W. THAYER JOINS 
TRU TEST STAFF 


The Tru Test Marketing & 
Merchandising Corp., Merchan- 
dise Mart, Chicago, Illinois, has 
announced the addition to its 
staff of Ezra W. Thayer of Long 
Beach, California, on April 15, 
1940. 

Mr. Thayer comes from the 
American Wholesale Hardware 
Company, Long Beach, where he 
has served as traffic and merchan- 





EZRA 


W. THAYER 


dise manager for the past five 
years. He will bring to Tru Test 
a background of excellent hard- 
ware experience as well as a keen 
understanding of the West Coast 
hardware distributors’ problems. 

In Phoenix, Arizona, Mr. 
Thayer worked in his father’s 
hardware store as clerk, receiving 
clerk, bookkeeper and buyer until 
1924 when he became chief cost 
accountant for a public utility in 
Phoenix. He entered the real 


for the Arizona Hardware Supply 
Co. at Phoenix and sales man- 
ager for the Albert Steinfeld Co. 
of Tucson, Arizona, before join- 
ing the American Wholesale 
Hardware Co. He will have an 
active part in Tru Test planning. 


RAYMOND, CLOPECK & CO. 


Charles Holmes has sold his 
interest and the Clopeck Broth- 
ers’ interests in the Raymond, 
Clopeck & Co., Inc., retail hard- 
ware firm of Fort Lauderdale, 
Fla., to the John R. Paddack in- 
terests. Mr. Holmes has been 
president and treasurer of the 
company since the death of Mr. 
Raymond eight years ago. He 
will return to his store in High- 
land Park, Detroit, Mich., after 
May 1. 

Walter Kitzerow, vice-presi- 
dent, and Mr. Paddack will con- 
tinue the Fort Lauderdale busi- 
ness which carries general and 
builders’ hardware, house furnish- 
ings, china, glassware, and gifts. 


REPRESENTS KAUFFMAN AIR 
CONDITIONING IN EAST 


The Spector Sales Associates, 
17 E. 42nd St., New York City, 
has been appointed exclusive 
sales representative for the Kauff- 
man Air Conditioning Corp., 
4336 W. Pine Blvd., St. Louis, 
Mo., in the territory comprising 
New York, New Jersey, Pennsy]l- 
vania east of Altoona, Delaware, 
Maryland, the District of Colum- 
bia, and New England. 

The Kauffman Air Condition- 
ing Corp. manufactures a line of 
self-contained air conditioning 
units ranging in size from one- 
third horsepower window - type 
room cooling units up to 15-ton 
capacity commercial units. The 
plan of merchandising will be 


based upon exclusive territory 
assignments to authorized dis- 
tributors. 


NEW YORK FIRM SEEKS 
HARDWARE CATALOGS 
The Wholesale Hardware Co.. 
Inc., 763 Tenth Ave., New York 
City, industrial supplies and 





estate and insurance business for 
himself in 1926. 
He was an outside salesman 


equipment concern, is seeking 
catalogs from hardware and elec- 


HOLMES SELLS INTEREST IN 


ROY F. COOKE HEADS 
WOOD TURNERS’ GROUP 


At the annual meeting of the 
Wood Turners’ Bureau held re- 
cently in Boston, Mass., Roy F. 
Cooke of Orange, Mass., was 





ROY F. COOKE 


elected president. Mr. Cooke is 
general manager of the Cooke- 
Roberts Corp. and is also presi- 
dent of the Gardener’s Friend 
Co. of Orange. The Wood Turn- 
ers’ Bureau is composed of lead- 
ing wood-turning bureau through- 
out the country. 


TRAVELIERS CLUB FORMED 
IN SOUTHEAST 


The newly-formed Southeast- 
ern Traveliers Club, an organ- 
ization composed of manufactur- 
ers’ representatives and salesmen 
selling to the wholesalers in the 
hardware and mill supply field 
in the southeastern states, held 
a dinner meeting in Atlanta, Ga., 
March 1. Present membership 
of the club is about 30, 17 of 
whom were present at meeting 
which was concerned chiefly with 
formulating of by-laws. A sched- 
ule calling for a regular meeting 
on the last Friday of each month 
has been adopted. 


Officers of the club are: J. T. 
Cobb, H. B. Sherman Mfg. Co., 
president; Harry Olson, Oliver 
Iron & Steel Co., vice-president ; 
Harry B. Carlock, Beaver Pipe 
Tools Co., treasurer, and John M. 
Goodwin, assistant editor South- 
ern Hardware, Atlanta, Ga., 





trical goods manufacturers. 


secretary. 


HARDWARE AGE 


READ IT IN HARDWARE | 


NEWS OF 


= 


AGE FOR 


3 
- 


a 


Byte 4x") 




















AGE- 


APRIL 
CH 


As 
the 
throu 
ers b 
whole 
Hard: 
18, 1 
resolu 
electr 
propo 
ent 4 
put o 
Decer 
trical 
at th 
for tl 
tice | 
ances 
such 1 
ation 
factul 
factio 
pointe 
copy 
maile 
hardw 
salers 

The 
is as 

“W. 
of the 
Assoc! 
possib 
ances 
practi 

“Wi 
jobber 
electri 
to pre 
tice o 
sumer 
theref 

“RE 
here ; 
sale d 
ber, | 
applia 
the se 
them 

“RE 
of sel 
at cos 
time ¢ 
is con 
ers ar 
tion o 
by th 
furthe 





AGE FOR 





ADS 
ROUP 
: of the 
held re- 
Roy F. 


S., was 





oke is 
Cooke- 

presi- 
Friend 

Turn- 
f lead- 
rough- 


RMED 





theast- 
organ- 
factur- 
esmen 
in the 
+ field 
, held 
a, Ga., 
ership 
17 of 
eeting 
; with 
sched- : 





eeting 
nonth 





AGE—WHILE IT’S NEWS 








APRIL 18, 1940 


THE TRAD 











CHICAGO ASSN. CONDEMNS DIRECT SALES, 
PROPOSES DRASTIC RETALIATORY PROGRAM 


As part of its fight against 
the diversion of retail 


through direct sales to consum.- | 


ers by both manufacturers and 
wholesalers, the Chicago Retail 
Hardware Association on March 
18, 1940, passed a very drastic 
resolution concerning the sale of 
electrical appliances. This action 
proposes that all members pres- 
ent at that meeting “agree to 
put on sale.during the month of 
December, 1940, all of the elec- 
trical appliances stocked by them 
at the same price as they pay 
for them” and that “this prac- 
tice of selling electrical appli- 
ances at cost be continued until 
such time as the distributing situ- 
ation is controlled by the manu- 
facturers and jobbers to the satis- 
faction of the committee ap- 
pointed by this association.” A 
copy of this resolution will be 
mailed to each member and to all 
hardware and electrical whole- 
salers serving the Chicago area. 

The full text of the resolution 
is as follows: 

“WHEREAS:—We, the members 
of the Chicago Retail Hardware 
Association find that it is im- 
possible to sell electrical appli- 
ances in face of unethical trade 
practices, and 

“Wereas:—Certain electrical 
jobbers, hardware jobbers, and 
electrical manufacturers continue 
to promote and permit the prac- 
tice of selling direct to the con- 
sumer at regular dealers’ prices, 
therefore be it 

“REsoLveD:—That the retailers 
here assembled agree to put on 
sale during the month of Decem- 
ber, 1940, all of the electrical 
appliances stocked by them at 
the same price as they pay for 
them and be it further 

“RESOLVED :—That this practice 
of selling electrical appliances 
at cost be continued until such 
time as the distributing situation 
is controlled by the manufactur- 
ers and jobbers to the satisfac- 
tion of the committee appointed 
by this Association, and be it 
further 


“ResoL_vep:—That a copy of 


this resolution be mailed to each 


| part of this program as outlined 


trade | herewith, and be it further 


“RESOLVED :—That all electrical 
manufacturers and all electrical 
| jobbers and hardware jobbers 
be sent a copy of this resolution 
so that they have due notice of 
the action of this Association.” 

The association also favored 
passage of a bill at the next 
session of the state legislature 
(Illinois) which would prohibit 
sales to employees. A law of 
this type is now in effect in 
Wisconsin. F. W. Gruesel, presi- 
dent, Gruesel Distributing Co., 





Milwaukee, Wis., discussed the 


results of the Wisconsin legisla- 
tion and pointed out that it had 
successfully stopped purchasing 
departments of Wisconsin manu- 
facturers from ordering merchan- 
dise for employees. 

A movie presented by the Illi- 
nois Bell Telephone Co., demon- 
trated the right and wrong way 
to talk on the telephone. Deal- 
ers were given an opportunity to 
find out how they sound to the 
other fellow over the telephone, 
and were shown how to use the 
telephone in selling. H. D. 
Crook, president of the associa- 
tion, presided at the meeting. 








of The Stanley Works, 





CLARENCE F. BENNETT 


cently chosen the city’s outstand- 
ing citizen of the past year by 
the New Britain Press Club. Mr. 
Bennett was singled out for this 
honor because of his leadership 
in the successful revival of New 
Britain’s Community Chest. 

The Press Club in conferring 
this recognition upon Mr. Ben- 
nett had designated its sixth 
annual dinner as “C. F. Bennett 
night.” During the after-dinner 





member of this Association and 
that his consent be given to his | 


APRIL 18, 1940 


program Mr. Bennett was pre- 
sented with an _ honorary life 


Clarence F. Bennett, president 
New 
Britain, Conn., prominent indus- 
trialist and civic leader, was re- 


C. F. BENNETT, STANLEY HEAD, NAMED 
NEW BRITAIN’S OUTSTANDING CITIZEN 


membership in the club ard a 
scroll attesting to his high qual- 
ities of citizenship and leader- 
ship during his many years of 
residence in New Britain. More 
than 200 men, many of them 
associates of Mr. Bennett in his 
several endeavors and including 
leaders in all walks of life in 
New Britain and_ surrounding 
communities, attended the dinner. 

Mr. Bennett has had varied in- 
terests and been a power behind 
several humanitarian and civic 


job in New Britain in 1888 in a 
plumbing store and in 1891 en- 
tered the employ of The Stanley 
Works, starting in the shipping 
room. Before long he was ele- 
vated to the production business 
department and at the age of 25 
years was made production super- 
intendent of the plant. More 








promotions followed during the 
next several years, first to the 


position of assistant general 
superintendent and then general 
superintendent. 


In 1912 he was elected a direc- 
tor and four years later was 
made second vice-president and in 
1918 was elected first vice-presi- 
dent. Mr. Bennett was elected 
president of The Stanley Works 
in 1923 and has held that posi- 
tion ever since. 

Mr. Bennett has been particu- 
larly active in the affairs of the 
New Britain General Hospital. 
Among other achievements he 


movements. He obtained his first |) 











was leader of both Red Cross 
drives during the World War and 
was also head of the re-estab- 
lished Community Chest drive. In 
the city government he served as 
a member of the board of health 
and is chairman of the welfare 
board. He holds directorships 
in the Hartford County Manu- 
facturers’ Assn., the New Britain 
Trust Co., and the North & Judd 
Mfg. Co. 


J. A. PALM, WORTHINGTON 
SALES PROMOTION HEAD 
J. A. Palm has been appointed 


director of sales promotion for 
The Geo. Worthington Co., Cleve- 





J. A. PALM 


land, Ohio. Mr. Palm has been 
associated with the company’s 
sales department for 27 years and 
among his new duties he will be 
responsible’ for furnishing sales 
promotional information to the 
company’s salesmen and dealers 
on major hardware lines and 
paints, appliances, plumbing 
material, etc. He will also have 
charge of catalog rebuilding and 





various seasonal promotions. 


HERB BROWN LEAVES 
VITA VAR CORP. 


Herb N. Brown has resigned 
as trade sales manager of Vita 
Var Corp., Newark, N. J., effec- 
tive April 1, 1940. He has not 
announced his future plans and 
at present is making his head- 








quarters at the Robert Treat Ho- 
tel, Newark, N. J. 
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Los Angeles dealers at the Old Colony paint school conducted in cooperation with the Les 
Angeles City School system and held at the offices of the Southwest Hardware Co. Approximately 
200 persons registered for instruction and at the completion of the course, class members were 
presented with a certificate of completion by the Los Angeles City School system. Future courses 


are being planned. 


OLD COLONY LAUNCHES DEALERS’ Each student was presented 
PAINT SALESMANSHIP COURSE with a printed outline of the 


Early last November the manu- | 


facturer of Old Colony paints | harmony. L. 


launched a course in paint sales- 
manship for hardware dealers at | 
the Old Colony factory at Los 
Angeles, Cal., which caused wide 
interest in all parts of the coun- 
try. The paint school resulted 
from a conference between hard- 
ware dealers and officials of the 
Old Colony concern held at the 
Southwest Hardware Co. offices 
at 1922 Atlantic St., Los Angeles. 
During the conference a paint 
shopping survey was reported by 
the Old Colony Company indicat- 
ing a need for better paint im- 
formation on the part of hard- 
ware dealers. 

Conducted in cooperation with 
the Los Angeles City School sys- 
tem, the course was intended to 
serve Old Colony dealers located 
in or near Los Angeles. Approxi- 
mately 200 persons registered for 
instruction and Don Gillies, man- 
ager of the Painter Products 
Division for Old Colony, was ap- 
pointed by the Los Angeles 
schools as chief instructor. He 
was assisted by Ted Hawlish, 
chief chemist for Old Colony and 
James Gilman, control chemist. 

The course was conducted 
along practical lines, starting 
with basic information concern- | 
ing the ‘various types of paints | 
and dealing with standard meth.- | 
ods of priming, surfacing, finish- 
ing, and refinishing. While no | 
attempt was made to advertise | 
any paints by brand name, aad | 











merous paint products were used 
to demonstrate the proper meth- 
ods of painting or repainting in- | 
terior and exterior surfaces. A 
half-hour was set aside at each 
session for questions and answers. | 
Gus Plochere, prominent Los | 
Angeles painting and decorating | 
contractor contributed to the suc- | 
cess of the course by delivering | 
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entire course, which also con- 
a lecture on color and color | tained a glossary of paint terms. 
A. McLean, vice- | On completion of the course the 
president and manager of the| class members were each pre- 
Reardon Co., instructed the deal- | sented with the approved Paint 


|ers on the subject of “Cold | Catechism published by G. B. 





Water Paints and Kalsomine.” Heckel and a certificate of com- 
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This award of “Modern Pioneer” for distinguished service 
in the field of scientific research, development and manu- 
facture of liquid fuel home appliances was recently awarded 
to W. C. Coleman, president and founder of The Coleman 
Lamp and Stove Co., Wichita, Kan., along with other dis- 
tinguished scientists and inventors at a banquet of the 
National Association of Manufacturers at St. Louis. 


pletion from the Los Angeles 
School System. 

H. C. McClellan, president of 
the Old Colony concern, reports 
that results were so gratifying 
that future courses are already 
being planned. 


HARDWARE COMMITTEE FOR 
N. Y. FUND'S CAMPAIGN 


Ten members of the hardware 
industry have organized as a com- 
mittee to solicit contributions for 
the Greater New York Fund’s 
1940 campaign, on behalf of its 
393 affiliated agencies. Appealing 
to all business firms and em- 
ployee groups in the industry, the 
committee is part of the Fund 
organization, which began its 
third annual campaign on April 
| 1. Its members include: 

Robert M. Cruise, New York 
district manager of the Corbin 
Screw Corp. and Corbin Cabinet 
Lock Co., chairman; Ralph S. 
Allen, Diamond Expansion Bolt 
Co.; D. G. Baldwin, D. G. Bald- 
win, Inc.; Lewis Edwards, Amer- 
ican Saw Manufacturing Co.; I. 
J. Feldman, president of the Key- 
stone Bolt & Nut Co.; Louis 
Goldburg, Parker Kalon Co.; H. 
S. Graham, J. H. Graham & Co.; 
Albert Miller, Yale & Towne 
Mfg. Co.; William Penman, 
Parker Kalon Co., and Max 
Schulte, the Rawlplug Co. 


NEW OFFICERS FOR 
CENTRAL N. Y. ASSN. 


Donald D. Ausman of the Aus- 
man Hardware, Eastwood, N. Y., 
was elected president of the Cen- 
tral New York Retail Hardware 
Assn. at the March annual meet- 
ing of the group at the Onondaga 
Hotel, Syracuse, N. Y. M. A. 
Common was named vice-presi- 
dent; Leslie Paulz, treasurer, and 
J. H. Couden, Manlius, N. Y., 


secretary. 


50 YEARS WITH ALBANY 
HARDWARE & IRON CO. 


Fred H. Rawlings has com- 
pleted 50 years of continuous 
employment with the Albany 
Hardware & Iron Co., wholesale 
hardware firm of Albany, N. Y. 
His fellow employees honored 
him with the presentation of a 
gold watch and chain which had 
an appropriately engraved in- 
scription on the watch case. W. 
C. Dearstyne, president of the 
company, made the presentation. 

Following the presentation some 
of the girls proceeded to cut 
the large cake from which every- 
one was served. Cigars for the 
| men and candy for the girls 
| closed the affair. 
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Trade-Marked and 
Grade-Marked For 
Your Protection 






TURNER, DAY & WOOLWORTH 
HANDLE CO., INC. 


TURNER, DAY & WOOLWORTH PROVEN VALUES 


For over 80 years world’s acknowledged 

leader in producing handles that are: 
Uniform in grade «+ Perfectin pattern ¢ Accurately sized 
plus financial responsibility and five fully equipped factories to assure 
unfailing service. Insure your handle sales and profits 
by giving your customers known value —in 


grade and quality. 


EOUIS VILLE, 





Note 


—-LAST CALL— 


AND MANY THANKS! 
BERNARD 


Action 





“Open House” Special 


has gone over with a bang. Many dealers recognized 
the value and bought. To those dealers—Many Thanks! 
But—this is the last call to those other dealers who 
want that 


TURNOVER MARGIN OF 70% 


on tools that sell the year ’round. The “Special” is 
made up of our best sellers that sell year in and year 
out. They are all standard Bernard Tools—fully guar- 
anteed. If your jobber can’t sell you the “Special,” 
we will—but—ORDER NOW! 


THIS MODERN DISPLAY 
CASE AT 2 COST 
Will Help You 
Sell ‘Em! 





that SELLS 





Ask Your Jobber or Ask Us 





THE WM. SCHOLLHORN COMPANY 


400 Chapel Street New Haven, Connecticut 2 DOUBLE BITTED MILLED 
Each Lock 


KEYS with 








DOUBLE LOCKING 





Padlocks ....:.-: 





Ask Your Jobber 
How to Get a Cut Open 
Chicago Padlock 
FREE 















Dealers!—Beat price competition on a 
quality basis with the Popularly- 
Priced, Chicago Padlocks. 12 Chicago 
Padlocks with 2-color Display Stand are 
packed in an attractive Display Con- 
tainer. Explain to your customers how 
ALL Chicago Padlocks lock BOTH 
SIDES of shackle. Sell ‘Double Secu- 
rity” with Chicago Padlocks. It PAYS! 

P Get the Cut Open demonstrator 
from your jobber—and watch it SELL 
Chicago Padlocks for you! 


CHICAGO LOCK CO. 


2024 N. Racine Ave. Dept. 14 Chicago, Ill. 











No Increase for World’s Fair 


YES, SIR! Empire rates will begin as always at $2 single, 
$3 double ($2.50 for single with private bath, $3.50 double). 


display stand 


FREE ,.¢, 








This modern, 14-story hotel is an IDEAL HEADQUAR- 
TERS FOR N.H.A. CONVENTION. 11 transit lines to 
all New York. Food, valet and laundry prices are down to 
earth, and service is unsurpassed. May we send you our 
FREE booklet J? 


nr’ EMPIRE 


BROADWAY AT 63D STREET—NEW YORE 
At the Gateway to Times Square Edw. B. Bell, Gen. Mgr. 
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just buy 8 dozen 
Velb. CROSS TACKS 
from your yobber 
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FULL SIZE SCREENS 


A window display featuring a full window- 
size screen is good merchandising for you. 
It helps to increase your sales of wire screen 
cloth, and also promotes many other items 
used.in screen construction, such as hangers, 
hooks and eyes, nails and brads, fasteners, 
brass numerals, paint and paint brushes. 


You'll find that many of your customers will 
be surprised at the small extra cost of full 
window-size screens over half screens. And 
too, there are many advantages which if 
featured in your window will help your dis- 
play do a good selling job. Colorful folders 
outlining these advantages are available 
FREE by writing to the Wire Screen Cloth 
Manufacturers’ Institute, 74 Trinity Place, 
New York, N. Y. 





These free folders 
are limited, so 
write for your 
supply today. 






















H. S. BAKER ESTABLISHES MFRS. AGENCY 
IN PACIFIC COAST TERRITORY 


H. S. Baker has organized the 


H. S. Baker Co., with offices at | 


the Western Furniture Exchange 
and Merchandise Mart, 1355 
Market St., San Francisco, Calif. 
This firm will act as direct fac- 
tory sales representative cover- 
ing the states of California, 
Nevada, Utah and Arizona, call- 
ing on the wholesale hardware, 
mill supply and automotive trade. 

H. S. Baker Co. now repre- 
sents H. K. Porter, Inc., Everett, 
Mass., who manufacture bolt cut- 
ters, pruning shears and auto- 
mobile body and fender repair 
tools. 

Mr. Baker has been in the 
agency business for the past 
seven years with one of the old- 
est companies on the Pacific 
Coast, and previous to that af- 
filiation sold mechanical rubber 
goods to the industrial trade as 
well as to the hardware jobbing 


field. 





H. 8S. BAKER 


H. S. Baker Co. is available 
for one or two additional non- 
conflicting lines for the area in- 
dicated. 








NEW REPRESENTATIVES 
FOR RED JACKET 


The Red Jacket Manufactur- 
ing Company of Davenport, Iowa, 
appointed John L. Bovee, Jr., as 
manufacturing representative in 
California) and Nevada. Mr. 
Bovee is manager of The Equip- 
ment Sales Company, Anaheim 
City. 

Hastings Richards of the Has- 
tings Richards Company, Albu- 
querque, New Mexico, has been 
appointed sales representative in 
the territory of western Texas, 
New Mexico, Colorado, Wyoming, 
Utah and Arizona. Mr. Richards 
was formerly associated with the 
Richards-Conover Hardware Com- 
pany of Kansas City, Missouri, in 
an’ executive capacity and will 
represent the Red Jacket line of 
water systems and water soften- 
ers. 

In connection with Red Jacket 
Water Softener Department it is 
also announced that C. E. Lutz, 
formerly of the Permutit Com- 
pany, New York City, and for the 
past two and a half years in 
charge of sales of Warlo Water 
Softeners to the Crane Co. will 
now represent Red Jacket in Mis- 
souri, Iowa and Nebraska terri- 
tory. 


CHANGES IN GOODRICH 

AUTOMOTIVE TIRE DIV. 

Several appointments are an- 
nounced by G. E. Brunner, gen- 
eral manager of the Automotive 
Tire Division of The B. F. Good- 
rich Company. 

Walter W. Thomen is named 
manager of automotive tire sales 





of the Chicago division, which 
includes Milwaukee and Minne- 
apolis and will have headquarters 
in Chicago. E. F. Tomlinson, 
formerly in charge of the manu- 
facturers; sales office in Milwau- 
kee has been named Akron repre- 
sentative on special farm service 
tire work, with headquarters in 
Chicago. 

W. W. Scull, formerly in the 
purchasing department in Akron 
has been named Chicago manu- 
facturers’ sales representative, to- 
gether with A. B. Droeger, and 
A. B. Goering has been named 
representative in the newly cre- 
ated Minneapolis division of 
manufacturers’ sales. 

Thomen, a graduate of Ohio 
State University and Harvard 
Law school joined the Goodrich 
company in 1929, Tomlinson, who 
studied mechanical engineering 
at Ohio State in 1927, and Scull, 
a graduate of Cornell university 


in 1929. 


DIRECTS MERCHANDISING 
FOR PORCELAIN ENAMELERS 


Harry Ewald has joined the 
staff of the Porcelain Enamel 
Institute, 612 N. Michigan Ave., 
Chicago, Ill., as director of mer- 
chandising. He was formerly 
sales manager of the range divi- 
sion of Landers, Frary & Clark, 
New Britain, Conn. 

Mr. Ewald will head up a ser- 
vice activity among manufactur- 
ers, distributors and dealers of 
refrigerators, ranges, heaters, 
washers, and other appliances 
to assist with the promotion of 
porcelain enamel as a finish. 
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FEDERAL HARDWARE CO. 
EXPANDS ITS QUARTERS 


Federal Hardware Co., Inc., 
447 Greenwich St., New York 
City, wholesale heavy hardware, 
tool and industrial supplies dis- 
tributors, recently took additional 
space in that building and moved 
its offices to the second floor. 
Warehouse space is occupied in 
the basement, ground floor and 
fourth floors of the building, ap- 
proximately 6000 square feet of 
warehouse space having been 
added. The company was recent- 
ly appointed as distributor in 
Manhattan, Bronx and Westches- 
ter for The Carborundum Co., 
Niagara Falls, New York, on its 
line of Carborundum and Aloxite 
brand grinding wheels. Federal 
Hardware Co. can also give ser- 
vice from its warehouse stock on 
sharpening stones, etc., abrasive 
products, etc., in the Carborun- 
dum line. 


“Gale household refrigerator 
sales this year are far, far ahead 
of sales last year at this time,” 
said L. H. D. Baker, sales man- 
ager, in commenting on the plant 
expansion. “We are very for- 
tunate in having the addition to 
the plant completed now because 
we are badly in need of the extra 
room to keep our production up 
with orders.” 


PEDEN IRON & STEEL 
OFFICERS ELECTED 


Following the annual meeting 
of stockholders of the Peden Iron 
& Steel Co., wholesale hardware 
firm of Houston, Tex., D. D. 
Peden was reelected president. 
Other officers elected were: vice- 
president and general manager, 
Oph Farmer; vice-presidents, J. L. 
Peebles, B. E. Taylor, and F. M. 
Golding; secretary-treasurer, J. 
B. Robinett, and assistant-secre- 
tary treasurer, V. H. Carden. 





M. Fuhrer is president of the 
Federal company, D. F. Daly is 
vice-president and W. W. Ed- 
wards is secretary-treasurer. 


NEW ADDITION COMPLETED 
TO GALE PLANT 


C. P. Rossberg, general man- 
ager, Gale Products, Galesburg, 
Ill., has announced the com- 
pletion of the plant’s building 
addition—18,000 square feet of 
floor space added to the new 
brick and steel structure com- 
pleted about a year and a half 
ago. The new addition, like the 
balance of the plant. will be 
devoted to construction of Gale 
refrigerators and portable air 
conditioning units. 








SHIPPING, COMMERCE 
REGULATIONS ISSUED 


The Custom Hose Guide, 
Box 7, Station P, Custom House, 
New York City, has announced 
the distribution of its 1940 issue. 
With the dislocation of trade 
routes, sources of supply, changes 
in markets, regulations, laws, 
etc., brought about by war condi- 
tions the new edition will be of 
importance. to foreign traders 
throughout the country. 

New shipping and commerce 
regulations pertaining to com- 
merce statistics, shipping docu- 
mentation, entrance and clear- 
ance of, etc., have been added 
to the new edition. 








SURPLESS, DUNN & CO. REPRESENTS 


KEYSTONE 


Surpless, Dunn & Company, 
Inc., 74-76 Murray St., New York 
City, has been appointed to rep- 
resent the Keystone Steel & Wire 
Co., Peoria, Ill., in the eastern 





STEEL & WIRE IN EAST 


territory comprising New Eng- 
land, New York State and the 
metropolitan area of New Jersey 
and New York City. The Key- 
stone lines represented by the 
company will include “Red 
Brand” farm fence, non-climb- 
able and ornamental lawn fence, 
gates, bale ties, barbed wire, 
nails, smooth wire, steel posts 
and other related products. 
Surpless, Dunn & Co. is now in 
its 52nd year of service to manu- 





| facturers and the hardware trade 
| and has represented many of its 





| present manufacturers from 39 to 
| 50 years. Officers of the company | 
|are: President, Oliver B. Sur- | 
| pless; executive vice-president, | 
| James Surpless; vice-presidents, | 
| L. R. N. Sweet and E. H. Apple- 
| yard; secretary-treasurer, Wal- 
| ter R. Tomkins, and export sales | 
| manager, O. C. Steinmetz. 





0. B. SURPLESS 
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These Points Make It Easy 
To Sell The Genuine 


Russell Jennings! 


NOTHING makes sales like knowing your merchandise and 
being quick on the trigger when questions are asked! But 
then, this is very easy when the article for sale really has 
points worth talking about. 


Just to keep the record straight, here are some of the 
points that make genuine Russell Jennings Auger Bits the 
natural choice of workmen who prize ease and accuracy. 


1—The extension lips (originated by Russell Jennings) are 
filed thin by hand for quick cutting. 


2—The spurs, also hand sharpened, are "miked" at the 


factory to compass-like accuracy. 


3—The screw, the "self-starter" of the bit, has clean 
threads that readily enter the wood and draw the bit 
after it. It is located exactly in the center, which 
assures a clean-cut, perfectly circular hole. 


4—High carbon steel provides cutting edges that will 
stand up. * 


5—Correct body taper obviates binding. 
6—Throat is carefully designed for chip clearance. 


7—The full name stamped on the round makes certain 
your customers get the genuine—the universal favorite 
of craftsman and amateur alike. 


YOUR JOBBER CAN SUPPLY YOU 


With spring here and building opening up, don't let your 
stock of Russell Jennings bits run low. Have your jobber 
check over what you have and bring the low spots up to par. 





\ | yey ver t 4 
J J 


AUGER BITS 





THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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Naltonal Scueen Products 


hurdle sales resistance 


with their EX/KA value! 


NATIONAL SCREEN doors, window 
screens and window ventilators have 
powerful sales points! Their superior 
workmanship and quality reveal 
themselves through extra features* 
yet there’s NO extra cost! 


*ASK YOUR JOBBER about the KWIK-LOK 
device on National Window Screens,the rounded 
edges on National Screen Doors, et cetera. 


A wide variety of styles and---quick deliveries! 
National 


SCREEN DOORS WINDOW SCREENS 











NATIONALSCREEN Co., INC., Suffolk, Va. 


940 catalog show- 
nd usa copy of your 1 cs 

i prey line of National Screen Doo 

Window Screens and Ventilators. 


ATIQ 
Oc a 


Name 
Address sasiki 
City. ’ State... 
i — 
NEW YORK OFFICE: 200 Fifth Avenue 
Southern Selling Agents: 
SAND & HULFISH 
22 Light St., Baltimore, Md. 
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|LOUIS KUEHN RETIRES AS BOARD 
| CHAIRMAN OF MILCOR STEEL 


Louis Kuehn, founder and 
chairman of the board of the 
Milcor Steel Co., Milwaukee, 


Wis., has announced his retire- 











| 
= 
| - 


| FIELD INSPEC 


| ministrator of the 





LOUIS KUEHN 


ment as chairman of the board 
on March 4. His retirement 
comes at the close of 38 years 
of aggressive activity devoted to 
development of the company up 
to its present position in the in- 
dustry. 

Mr. Kuehn organized the Mil- 


cor company with one purpose in 


mind—to establish and develop 
a sheet metal building products 
company to serve the central 


| west. The company was organ- 
|ized in a short time and was 
called the Milwaukee Corrugat- 
ing Co. Its plant was a model of 
efficiency for its time. Improved 
| machinery was installed which 
| enabled the production of con- 
ductor pipe, eaves trough and 
accessories in large quantities. 
The first catalog, of 208 pages, 
showed a complete line in the 
sheet metal field, including 
among the major items eaves 
trough and accessories, conductor 
pipe, ventilators, architectural 
ornaments, roofing and siding, 
metal shingles, and steel ceilings. 
Since that time the company 
steadily progressed through good 
and bad years. New branches, 
offices and production facilities 
were constantly added and the 
variety of additional products 
had so increased that the firm 
name was changed to the Milcor 
Steel Co. in 1930. With the ac- 
quisition of new plants and 
warehouses, the distribution of 
Milcor materials was extended 
throughout the entire country. 
Through these years of develop- 
ment Mr. Kuehn was at the head 
through every activity of the 
company. Of the large number 
of its employees many have been 
with him for more than 25 years 
and there is still a small group 
of them who started with Mr. 





Kuehn at the beginning. 








(Washington Bureau 
of HARDWARE AGE) 


Colonel Philip B. Fleming, ad- 
Fair Labor 
Standards Act, has taken steps to 
“crack down” on alleged violators 
of the law by sending more than 
400 inspectors—important in the 
division’s enforcement machinery 
—out in the field. More will 
be added from time to time until 
the total figure stands at 700. 
Out of 441 inspectors to be 
assigned before mid-April, 37 
will go to Region 1 covering New 
England; 53 to Region 2, New 
York and Connecticut; 37 to 
Region 3, Pennsylvania; 26 to 
Region 4, New Jersey and Dela- 
ware; 45 to Region 10, Ohio and 
Michigan; and 42 to Region 11, 
Illinois, Indiana, and Wisconsin; 
and 31 to Region 5, Virginia, 
West Virginia and Maryland. 
Wage-hour administrator Flem- 
ing has also acted further to 
tighten enforcement of the law by 
ordering inspection of employers 
whether or not complaints have 
been filed against them. Hereto- 





fore it has been the practice to 


TORS “CRACK DOWN” 
ON WAGE-HOUR LAW VIOLATORS 


order inspection only after a 
complaint had been filed. 

“From now on,” Colonel Flem- 
ing said, “we are not going to 
await complaints in order to pro- 
tect establishments in com- 
pliance; that is, paying no one 
less than 30 cents an hour and 
paying at least time and a half 
the worker’s regular rate for 
overtime. 

“All regional directors have 
been instructed to this effect. 
This is another step toward rou- 
tine inspection of all establish- 
ments governed by this act. 

“For some time we have been 
following this policy to an extent. 
Whenever an employer in a low- 
wage industry has protested that 
he could not comply because his 
competitors were not complying, 
we have regarded that as a com- 
plaint and inspected the competi- 
tors. Now that our field force is 
growing, we will carry out a 
policy of protecting the comply- 
ing employer whether or not he 
wishes to make a_ complaint 
against his competitors.” 


HARDWARE AGE 








Wh 
Board 
in Jt 
linger 
renarr 
cal S 
adequ 
tions 
and A 
with 
from 
amoul 
gress, 
the WV 
simpli 
curtai 
tion | 
effort. 

The 
figure 
other 
a rej 
curen 
in wi 
out o 
the g 
montl 
1938, 
sentec 
tical 
that | 
a stu 
contil 

To 
will I 


Har 


Cre 
sale | 
indus 
York 
on M 
Credi 
Assoc 
year 
inter1 
mem! 
Credi 
Ltd., 
pants 

The 
tende 
gates 
Indus 
inter 
will | 
sessic 
Tues 
21 al 
tirely 
ings, 
to ei 
cusse 

Th 
the v 
prog! 
posec 
Hand 
ham, 


Dick: 


API 











TEEL 


organ- 
nd was 
rrugat- 
odel of 
hproved 
which 
of con- 
th and 
intities. 
pages, 
in the 
cluding 
eaves 
1ductor 
ectural 
siding, 
eilings. 
mpany 
h good 
inches, 
cilities 
id the 
oducts 
e firm 
Milcor 
he ac- 
; and 
on of 
tended 
ry. 
velop- 
» head 
f the 
umber 
> been 
years 
group 
1 Mr. 





er a 


Flem- 
ig to 
) pro- 


» one 
- and 
half 


for 


have 
fect. 
rou- 
»lish- 


been 
tent. 
low- 
that 
» his 
ying, 
com- 
peti- 
ce is 
it a 
aply- 
t he 


laint 








CENTRAL STATISTICAL BOARD 


TO RECEIVE NEW NAME—FUNDS 


(Washington Bureau 
of HARDWARE AGB) 
While the Central Statistical 
Board actually will be abolished 
in July, its organization will 
linger on. This agency, to be 
renamed the Division of Statisti- 
cal Standards, has learned that 
adequate authority for its func- 
tions is contained in the Budget 
and Accounting Act of 1921. So 
with an allocation of $126,000 
from Budget Bureau funds, an 
amount already approved by Con- 
gress, the agency can continue 
the White House-assigned job of 
simplifying questionnaires and 
curtailing unnecessary duplica- 
tion of governmental statistical 
effort. 

The collection of additional 
figures on identical bidding—an- 
other assignment—is in line with 
a report released by the Pro- 
curement Division early this year 
in which it was reported that 
out of $860,044,970 expended by 
the government during the 12- 
month period ended November, 
1938, about 10 per cent repre- 
sented purchases on which iden- 
tical bids had been received. At 
that time it was announced that 
a study of the subject would be 
continued. 

To what extent the division 
will be able to make effective its 





recommendations for lightening 
the questionnaire burden on in- 
dustry is problematical but the 
subject is being further explored. 
A bill to carry out recommenda- 
tions which the agency sent to 
the White House in January, 
1939, was introduced in Congress 
but progress on the measure 
came to an abrupt stop when the 
President’s reorganization plans 
were announced. 

Briefly, the recommendations 
called for (1) further considera- 
tion to be given a possible con- 
solidation of tax returns; (2) 
confidential information to be 
made available to other agencies 
of the government under rules 
affording “proper protection”; 
(3) hearings and a report to the 
President in cases where the 
board was unsuccessful in elimi- 
nating duplication. The Presi- 
dent could order the duplication 
corrected; (4) the collection of 
figures by only one agency where 
it was found that the require- 
ments of more than one agency 
seeking the information could be 
served adequately. The Presi- 
dent could make such an order 
effective under the proposal; (5) 
a system requiring government 
bureaus collecting statistics to 
keep uniform records of all ques- 
tionnaires and report regularly 





to the central statistical agency. 








Hardware Credit Executives 


To Meet 


Credit executives of the whole- 
sale hardware and manufacturing 
industry will gather at the Royal 
York Hotel in Toronto, Canada, 
on May 19-23 for the 45th annual 
Credit Congress of the National 
Association of Credit Men. This 
year the Credit Congress will be 
international in scope since the 
membership of the Canadian 
Credit Men’s Trust Association, 
Ltd., will also be active partici- 
pants. 

The Credit Congress will be at- 
tended by several thousand dele- 
gates representing all branches of 
Industry. Topics and problems of 
interest to business as a whole 
will be presented at the general 
sessions, while two afternoons, 
Tuesday and Wednesday, May 
21 and 22, will be devoted en- 
tirely to individual industry meet- 
ings, at which problems peculiar 
to each industry will be dis- 
cussed. 

The committee in charge of 
the wholesale hardware industry 
program and meetings is com- 
posed of J. G. Holland, Moore- 
Handley Hardware Co., Birming- 
ham, Alabama, chairman; H. 


Dickinson, D. H. Howden & Son, 
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in Toronto, May 19-23 


Ltd., Toronto, Canada, vice- 
chairman; A. H. Heath, Hunt 
& Mottet Co., Tacoma, Washing- 
ton, Frank M. Ley, Supplee- 
Biddle Hardware Co., Philadel- 
phia, Pennsylvania, G. C. Klip- 
pel, Van Camp Hardware & Iron 
Mfg. Co., Indianapolis, Indiana, 
and R. E. Weesner, Richards 
Conover Hardware Co., Kansas 
City, Missouri. 

The committee in charge of 
the hardware manufacturers pro- 
gram and meetings is composed 
of Willard Becker, Norton Door 
Closer Co., Chicago, Ill., chair- 
man; C. C. Hyatt, General Steel 
Wares, Ltd., Toronto, Canada, 
vice-chairman; Harry C. Jack- 
son, American Hardware Corp., 





New Britian, Conn., vice-chair- | 
man; S. C. Munroe, Henry Diss- | 
ton & Sons, Inc., Philadelphia, | 
Pa.; C. R. Kierstead, J. Wiss & | 
Sons Co., Newark, N. J.; and 
H. G. Harris, Standard Tool Co., 
Cleveland, Ohio. 

Chairman Becker and his com- 
mittee extend to all credit ex- 
ecutives of the industry a cordial 
invitation to attend the Credit 
Congress and take part in the 
meetings. 





TOUGH CUSTOMER? 





— not when you show him tackle 
that carries this mark of true 


QUALITY—#ig 


There’s never a doubt about quality—even with 
“hard boiled” buyers—when you feature Rods 
and Reels built by Union Hardware. Immedi- 
ately apparent are important refinements in styl- 
ing, construction and finish that set apart truly 
superior tackle. And the name “UNION 
HARDWARE,” recognized through the years 
for PLUS VALUE in hardware and sporting 
goods, will make your selling job still easier. 
Particular fishermen are sure to be attracted by 
Union Hardware tackle—rods and reels made to 
stand up under hard usage, and priced to sell at 
figures interesting both to you and the cus- 
tomer. Your jobber can supply you with Union 
Hardware Rods and Reels—a combination that’s 
hard to beat and easy to sell. 

In addition to a complete line of reels and steel Bait 
and Casting Rods, Union Hardware manufactures many 
styles of split bamboo rods for both fresh and salt 
water fishing—a business-getting line that will put 
dollars in your cash register. Write for Catalog 20. 


(BEWEE . & © 
HARDWARE COMPANY 


REC.U.S.PAT. OFF ESTABLISHED 1854 


TORRINGTON, CONN. 


NEW YORK OFFICE IS|' CHAMBERS STREET 

















SPRINGS HERE ! AND YOU 


SHOULD BE MAKING MONEY 





a ON VIGORO! 








Feature this complete 
plant food now! 


Right now is the very best time for 
special VIGORO displays in your 
store! VIGORO, any time, is a good 
profit maker for hardware dealers, 
and in the Spring, especially, it 
moves fast. 

Swift & Company, makers of VIGORO, 
back you up with colorful national adver- 
tising in leading 
garden and wo- 
men’s publica- 
tions, and also 
supply you with 
complete display 
materials to help 
sell VIGORO 
right in your 
store. 

Write Swift & 
Company Fertil- 
izer Works, U. S. 
Yards, Chicago. 


VIGOR 


A PRODUCT OF SWIFT 
The complete plant food 





~~ 











| hi-speed Schick “Captain.” The 





J. H. DUMBELL TO MEET 
WITH PACIFIC COAST 
BUILDERS’ HDWE. MEN 


J. Harold Dumbell, executive 
| secretary of the National Con- 
| tract Hardware Assn., Fulton 


Bldg., Pittsburgh, Pa., is plan- 





J. HAROLD DUMBELL 


| ning a visit to the Pacific Coast 


during which he will address the 
May 28 meeting of the Los 
Angeles, Calif., Builders’ Hard- 
ware Club. 

Mr. Dumbell while on the West 
Coast plans to stimulate interest 
in the National Contract Hard- 
ware Association among the Pa- 
cific Coast builders’ hardware 
engineers. The national asso- 
ciation plans to help the build- 
ers’ hardware industry by bring- 
ing about the elimination of 


direct factory competition; | 


elimination of the policy of the 
buyer setting the selling price on 
a bill of goods on which he 
makes a selection; the establish- 
ment of adequate allowances to 
assure proper type and quality 
of hardware on all buildings; 
recognition of individuals who 
have qualified after a rigid ex- 
amination as hardware engineers; 
recognition of the business on 
the basis of a profession; elimi- 
nation of any catering to con- 
tractors who have no respect for 
low bids and who find some 
“sucker” to take the order at a 
price way below the original low 
quotation; elimination of fear 
and establishment of confidence 
in the builders’ hardware busi- 
ness; continual advertising of 
the fact that two per cent should 
be the minimum allowed for fin- 
ish hardware on any residential 
building; effort on the part of 
builders’ hardware engineers to 
discourage the use of steel hard- 
ware where brass or bronze be- 
longs. 





REPRESENTATIVES FOR 

PRECISION PROD. CO. 
The Precision Products Co., 
Waltham, Mass., has announced 
the following sales representa- 


| tives for its “Easy-to-See” ther- 


mometers: F. A. McGuire, 
Utica, N. Y., as eastern New 
York representative and The F. 
W. Jonas Co., as Pacific Coast 
representative. The Jonas organ- 
ization has offices in Los Angeles 
and San Francisco, Cal., and 





Seattle, Wash. 








Following a series of meetings 
with the company’s eastern and 
mid-western sales forces at the 
Hotel Roosevelt, New York City, 
and at the Palmer House in Chi- 
cago, executives of Schick Dry 
Shaver, Inc., Stamford, Conn., 
announced the inauguration of a 
repetition of its “Trade-In” drive 
which sold several million dol- 
lars worth of Schick dry shavers 
last fall. 

Kenneth C. Gifford, general 
sales manager, stated at the meet- 
ings that the new “trade-in” cam- 
paign was being undertaken at 
the insistent demand of dealers 
and the new line-up of Schick 
distributors. The previous drive, 
he said, resulted in a 280 per 
cent increase in Schick sales 
during the four final months of 
1939 and a 460 per cent increase 
in employment at the Schick fac- 
tory in Stamford, Conn. 

This campaign will announce 
that any razor, safety, straight 
edge or electric has a value of 
$2.75 when traded-in on a new 





hi-speed “Captain” shaver regu- 
larly sells for $12.50, thus bring- 
ing the price for those who turn 
in old razors during the drive 
down to $9.75. 

At the same time a new pack- 
aging idea for the “Captain” 
model was announced. The “Cap- 
tain” in a new “Gift Kit” will 
retail for $12.95 with the pur- 
chaser’s old razor. 

In making the announcement 
of the trade-in arrangement to 
dealers, Mr. Gifford said that, 
“Schick will absorb the entire 
allowance of $2.75 and will grant 
full discounts to distributors and 
dealers.” 

Broadsides to be used as a 
sales presentation by jobbers and 
direct salesmen, counter cards, 
window stickers and dealer coop- 
erative advertisements have been 
made up and are ready for dis- 
tribution. Western Union mes- 
sengers delivered the complete 
“promotion package” April 8 to 
several thousand dealers and dis- 
tributors. 


HARDWARE AGE 








It is 
Relation: 
to bring 
appeals 
judged 
to comp! 
enforce | 
modified 

Delive 
Charles 
Court h 
to this e 
ing the 
Court 0 
district 
asked — 
Utility | 
solidates 
ated co! 
tempt f 
certain 
court’s | 
order. ' 
the app 
that the 
to pres 


H. A. 
PITTS 


Hugh 
vice-pre 
Plate ¢ 
after n 
vice Ww 
affiliate 

He ¢ 
tion a 
Alkali 
Pittsbu 
as gen 
lumbia 
the Ce 
the Pi 
He wi 
the Pi 
pany, 
and | 
directo 
Trust 


su 


The 
Heatin 
ers, W 
its 194 
13° an 
Plaza 
was | 
Dunck 

The 
inform 
largel: 
ences 
of sto 
mutua 
speak: 
will b 


APR 








of the 
brice on 
ich he 
tablish- 
Inces to 
quality 
Idings; 
ls who 
gid ex- 
sineers ; 
less on 
; elimi- 
io con- 
ect for 
| some 
rata 
ial low 
f fear 
fidence 
» busi- 
ng of 
should 
or fin- 
lential 
art of 
prs to 

hard- 
ze be- 


rive 


ack- 
in 
‘ap- 
will 
ur- 


ent 

to 
lat, 
‘ire 
ant 
ind 





APRIL 18, 1940 





Court ‘Rules That Unio 


Press Civil Contempt Charges 


(Washington Bureau 
of HARDWARE AGE) 


It is for the National Labor 
Relations Board and not a union 
to bring suit in a circuit court of 
appeals to have an employer ad- 
judged in contempt for failure 
to comply with a court decree to 
enforce an order of the board, as 
modified. 

Delivered by Chief Justice 
Charles E. Hughes, the Supreme 
Court handed down an opinion 
to this effect on Feb. 26 in affirm- 
ing the United States Circuit 
Court of Appeals for the second 
district which denied a petition 
asked by CIO’s Amalgamated 
Utility Workers to have the Con- 
solidated Edison Co. and its affili- 
ated companies adjudged in con- 
tempt for failure to comply with 
certain requirements of the 
court’s decree to enforce a board 
order. The Circuit Court denied 
the application upon the ground 
that the union had “no standing 
to press a charge of civil con- | 








ns Cannot 


tempt, if contempt has been com- 
mitted.” 

The Supreme Court said that a 
charge of an unfair labor prac- 
tice may be presented to the 
board but that the person or 
group making the charge does 
not become the actor in the pro- 
ceeding. The court pointed out 
that “It is the board and the 
board alone or its designated 
agent, which has the power to 
issue its complaint against the 
person charged with the unfair 
labor practice.” 

The court said that the board 
has exclusive authority to insti- 
tute such a proceeding by virtue 
of section 10 (a) of the Labor 
Act which confers “exclusive 
power” upon the board to pre- 
vent any unfair labor practice 
and provides that such power 
shall not be affected by any other 
means of “prevention that has 
been or may be established by 
agreement, code, law or other- 
wise.” 





ONE PRODUCT 
YOU CAN 

















H. A. GALT RETIRES FROM | 
PITTSBURGH PLATE GLASS 


Hugh A. Galt has retired as 
vice-president of the Pittsburgh 
Plate Glass Co., Pittsburgh, Pa., 
after more than 40 years of ser- 
vice with the company and its 
affiliates. 

He also relinquished his posi- 
tion as president of Southern 
Alkali Corp. and the Columbia 
Alkali Corp., subsidiaries of the 
Pittsburgh Plate Glass Co., and 
as general manager of the Co- 
lumbia Chemical Division and 
the Columbia Cement plant of 
the Pittsburgh Plate Glass Co. 
He will continue as director of 
the Pittsburgh Plate Glass Com- 
pany, director of the Cleveland 


| 


supper meeting of -the conven- | 
tion, all other group meetings 
will be presided over and directed | 
by stove manufacturers. Two | 
general sessions will be held on | 
June 14, one devoted to a study | 
of business trends, merchandis- | 
ing and operating cost ratios; | 
and the other to a discussion of | 
general manufacturing problems. | 

DOUBLE-HANDLED REEL | 
BARRED IN GAME ANGLING | 


The International Game Fish 
Association with headquarters at | 
the American Museum of Natural 
History, New York City, has an- | 
nounced that a poll by cable and | 
mail from its correspondents and 
members clubs throughout the | 


and Pittsburgh Railroad, and | world has resulted in an unani- | 


director of the  First-Central 
Trus€ Co. of Akron, Ohio. 


SUMMER STOVE MEET 
JUNE 13 AND 14 


The Institute of Cooking and 
Heating Appliance Manufactur- 
ers, Washington, D. C., will hold 
its 1940 summer convention, June 
13 and 14, at the Netherland 


mous vote barring the use of the | 
double-handled reel in competi- | 
tive big game angling. 





SHEFFIELD AD CORRECTION | 


In a recent full page advertise- 
ment of The Sheffield Bronze | 
Powder & Stencil Co., Cleveland, | 
Ohio, the descriptive matter per- 
taining to Sheffield Iron Cement | 


appeared through error in the| 


Plaza Hotel, Cincinnati, Ohio, it | eépy: furnished us beside an il- | 


was announced by Samuel 
Dunckel, managing director. 
The convention will be of an 





informal nature, consisting| should have 


lustration of the new Sheffield | 
Stovepipe and Iron Enamel can.| Eastern Plant: Newark, N. J. 
The correct descriptive matter | 


read: “Sell him 


largely of round table confer- | Sheffield Iron Stovepipe and Iron | 


ences at which the top executives | Enamel! 
heat-resisting. 


of stove plants can discuss their | 


It’s rust-resisting and 
High black gloss. 


mutual problems. Although a/ For stoves, pipes and all iron} 
speaker of national prominence| work. Extra fine quality at al 


will be provided for the closing | surprising price.” 


PYRAMID 





@ Kester Metal Mender makes a fine 
selling display stacked up on your coun- 


ter like this. And that’s not all. You 


can pyramid your sales by keeping this 
handy home solder out where folks can 
see it and buy it—by the cash-register or 
with the wiring supplies. 


One can sells another, for one person 
tells many others of the perfect soldered 
repairs made with Kester Metal Mender. 
That’s what makes it a sure-fire repeater 
in good stores everywhere. That’s why 
you can pyramid the cans and pyramid 
your sales of this acid-filled solder. 


Have your jobber keep you supplied with 
this famous and fast-selling hardware 
staple, nationally advertised the year 
Let Kester Metal Mender pyra- 
mid your profits. 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue, Chicago, Illinois 
Canadian Plant: Brantford, Ont. 


around. 


KESTER 
METAL MENDER 














OBITUARIES 





ALBERT M. BEDFORD 


| Metropolitan Hardware 


| 


Albert M. Bedford, retired 
hardware dealer and first presi- 
dent of the Westchester County | 


Hardware Dealers 
passed away April 3. 


73 years old and had suffered | 


from a heart ailment. 

A former director of the 
Huguenot Trust Co., president of 
the A. M. Bedford Realty Co., 
president of the Bedford Hard- 
ware Co., New Rochelle, Mr. 
Bedford had located in that city 
in 1886 when he entered the em- 
ploy of the George Ferguson Co., 
later becoming manager and 
buyer for the hardware depart- 
ment. In 1906 he formed the 
Bedford Hardware Co. and in 
1925 retired from active busi- 
ness and community life. 

One of the founders of the 
Westchester County Hardware 
Dealers Association, as well as 





its first president, Mr. Bedford 
was also a past president of the | 





For YOU with the.... 


Associa- 
tion and a former member of the 
Chamber of Commerce 

He leaves his “lieu and two 


Aesoctation, | children, Albert M. Bedford, Jr., 
. “He on and Mrs. 


Edmund H. Green. 


CHARLES F. PARISH 


Charles F. Parish, builders’ 
hardware representative for Yale 
& Towne Mfg. Co., Stamford, 


Conn., in Georgia, Florida, Mis- 
sissippi, and Alabama, passed 
away March 21, in St. Peters- 
burg, Fla. 

Mr. Parish was employed by 
the Beck and Gregg Hardware 
Co. in about the year 1905. Be- 
tween the years 1915 and 1922 
he was in charge of the contract 
builders’ hardware department 
at the Charles T. Abeles Co. in 
Little Rock, Ark. He then rep- 
resented P. & F. Corbin as 


traveling salesman from 1922 to 
1927 and from 1927 to 1929 he 
was in the employ of the 


Penn 


TORO HOMELAWN 


Its modern, streamlined appearance . . . 


mechanical simplicity . . . 


its obvious 


its light, yet rugged con- 


struction, all combine to make this mower easy to sell. 


And just as important: its light weight and easy handling, 
its long and trouble-free service, help to make a satis- 


fied customer for you. 


$8450 


18 inch Model 
Retails at.... 


21 inch Model 
Retails at.... 


$982 


Send FOR OUR NEW 


1940 POWER MOWER CATALOG 
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Hardware Co. in the same terri- 


tory. 
been contract builders’ hardware 
salesman for the Yale & Towne 
Manufacturing Company. 

He leaves his widow, a daugh- 
ter, Betty, and a son, Dr. Frank 


Parish. 


HAL E. LAWRENCE 


Hal E. Lawrence, 62, factory 


superintendent of the Dempster 
Mill Mfg. Co., Beatrice, Neb., 
died suddenly at his home on 
March 20. He had suffered a 


heart attack. 

Mr. Lawrence had been with the 
Dempster Mill Mfg. Co. for over 
42 years and for many years held 
the position of factory superin- 
tendent. He is survived by his 
widow, two sons and a daughter. 


ARTHUR H. BROWN 


Arthur H. Brown, founder of 
Arthur H. Brown, Inc., 89 Com- 
mercial Ave., Cambridge, Mass., 
manufacturers representatives for 
the past 10 years, passed away 
recently. The business will be 
carried on by his son, A. Chad 
Brown who has been associated 
with his father for the past five 


Since then Mr. Parish has | 





years. 
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ALEXANDER R. GRANT 


Alexander R. Grant, 65, presi- 
dent of Alexander Grant’s Sons, 
Inc., retail hardware firm of 
Syracuse, N. Y., passed away 
March 26. He had been in fail- 
ing health for more than a year. 

Mr. Grant was president of 
the company founded by his 
father and Edward Townsend 
72 years ago. He learned the 
business as a young man, be- 
coming its president at 25 when 
death claimed his father in 1900. 

He was also secretary of the 
Wood Glass Co., treasurer of 
the Syracuse Glass Co., and a 
director of the First Trust & 
Deposit Co. 

Surviving are his widow, and 
a daughter. 


THOMAS t. SHARP 
Thomas L. Sharp, 61, promi- 


nent hardware merchant of 
Warsaw, Ind., passed away 
March 22. Before going to 


Warsaw to establish his hard- 
ware business, Mr. Sharp owned 
and managed stores in Fort 
Wayne, Ind., and Flint, Mich. 
His widow, a son and a daughter 
survive. 
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J. M. HUNGERFORD 


J. M. Hungerford, 77, senior 
partner in the firm of J. Hun- 
gerford & Son, Clayton, N. Y., 


| gerford & Son. Mr. Hungerford 
was always keenly alive to the 
needs of his community and was | 


|a firm supporter of all civic im- | 
| 


passed away March 8. The firm | provements. 





J. M. HUNGERFORD 


celebrated its 50th anniversary 
two years ago and Mr. Hunger- 
ford was a member of HarDWARE 
Ace Fifty-Year Club. 

Mr. Hungerford was born in 
1863 and started his apprentice- 
ship in tinshop work at the age 
of 17. In thoze days all tinware 
was made by hand and a natural 
ability in this line soon made 
“Mont,” as he was known to his 
friends, outstanding in the work- 
ing of metals. Moving to Clay- 
ton he worked for Atwood Bros. 
Plumbing & Tinning Co. Several 
years later he purchased the firm 
and started in for himself. As 
the Thousand Islands district be- 
came built up, he added to his 
force. Many of the plumbing 
systems in the large Thousand 
Island estates were installed by 
him. In 1907 he sold the shop 
but retained his hardware store. 
In 1920 his son was admitted to 
partnership and the name of the 
firm was changed to J. M. Hun- 


| GEORGE E. HAMMAN 


| George E. Hamman, president 
| and treasurer of the Progressive 
| Mfg. Co., Torrington, Conn., 
| | passed away March 18. He was 
|73 years old. 

| Mr. Hamman first went to Tor- 
rington in 1899 as export man- 
lager of the Eagle Bicycle Co. 





| and when the firm was liquidat- | 


led five years later to become a 


part of the Progressive Mfg. Co., | 


| 
| surer. 


1936. He was also a former 
director of the Connecticut Man- 
ufacturers’ Association. 





WILLIAM L. IWAN 


William L. Iwan, 85, of Iwan 
Bros., South Bend, Ind., manu- 
facturers of hardware specialties, 
passed away recently. With his 
brother, John Henry Iwan, they 
established the firm of Iwan 
Brothers in 1877 at Streator, 
Ill. In 1919 the company was 
moved to South Bend, Ind. 





A. W. VENNEMA 


A. Whiton Vennema, 53, me- 
chanical superintendent of The 
Manhattan Rubber Mfg. Division 
of Raybestos-Manhattan, Inc., 
Passaic, N. J., passed away 
March 23. He had been associat- 
ed with Manhattan Rubber for 
31 years. He leaves his widow 
and two sons. 

















RETAIL STORE TAX PLAN TO REPLACE 
LOUISVILLE’S LICENSE CHARGES 


The Louisville Retail Mer- 
chants Association recently sub- 
mitted a tax plan of licenses 
for retail stores and service es- 
tablishments of the city to the 
Louisville Board of Aldermen. 
The plan was submitted by 
George Buechel, president of the 
Sutcliffe Company, sporting 
goods dealers, and president of 
the association, heading a delega- 
tion of retail merchants. 

The plan of the merchants, es- 
timated to yield the city approxi- 
mately $375,000 annually, was 
devised in an effort to reconcile 
difference between what the mer- 
chants consider they can reason- 
ably pay and a proposed ordi- 
nance fathered by the Sinking 
Fund which would raise about 
$525,000 with retail merchants 
paying the larger percentage of 
the amount. 





The plan adopted will replace 


license charges which have been 
in effect for several years and in 
any event will be higher than 
heretofore as the city has an- 
nounced that license charges will 
have to be raised in order to 
meet requirements for the pay- 
ment of interest and retirement 
of city bonds. 

The merchants suggested a 
minimum tax of $10 and a maxi- 
mum of $3,500, with twenty-five 
brackets between and _ license 
based on gross business done. 
Firms with a gross of $7,500 or 
less would pay $10 and those 
doing $2,500,000 or more, $3,500. 





A CORRECTION 


| he was made secretary and trea- | 
He became president and | 
treasurer and general manager in | 


| 
| 





In a page of Unusual Display 
Ideas published in the March 21 
issue of Harpware Ace, Pickett | 
Hardware Co., Warren, Pa., was | 
incorrectly referred to as being | 
located in Warren, Ohio. 













(AND LISTEN MOTUER 
WAIT TILL YOU SEE 
THE SWELL NEW 
STOVE BOARD I'M ~ 
\ BRINGING HOME! |~ 




















8 Standard 
Sizes 


MADE TO SERVE J 


MADE_TO SEL Ly 


Beli! 


FEATURES 





1 Machine pressed metal 
"edges on underside pre- 
vent damage to floor covering. 


2. Raised decorative edge bead. 
Rich, harmonious baked lac- 
* quer finish. 

Costs less than boards with 
* other kinds of lining. 


REMEMBER 
“REEVES” 


on your wants of Wash 


3 
4 
5 
Tubs, Water Pails, Stock 6 
7 
8 
9 


. Faster sales. 


» Warp-proof—Stays flat on floor. 


Curlproof edges and corners 
* prevent dust trapping. 


Pails, Cement Pails, Fire 
Pails, Garbage 
Self Drain Laundry 
Units, etc. Top quality 
—popularly priced! 


Cans, 


2 Stainproof—easy to clean. 


Extra safety—approved by Fire 
Order from Your Jobber Underwriters. 
—if he cannot supply, 


nd wenn B Extra long life. 


STEEL ano MFG. 
DOVER, OHIO 


REEVE 








LAMP MANUFACTURERS GET TOGETHER 





Shown at the first 


NEW SALES HEAD OF 
PROGRESS VACUUM CORP. 


Howard J. Shartle has been ap- 
pointed vice-president in charge 
of sales of the Progress Vacuum 
Corp., 1814 E. 40th St., Cleve- 
land, Ohio. He was formerly east- | 
ern sales manager of the Eureka 
Vacuum Cleaner Co., Detroit, 
Mich. Mr. Shartle has also been 
in charge of sales for the Victor 
Talking Machine Co.; president 
and general manager of the 
Cleveland Talking Machine Co.; | 
general sales manager for Gen- 
eral Household Utilities, manu- | 
facturer of the Grunow radio and 
refrigerator. 


NEW STEEL SALES 
COMPANY FORMED 


John A. Dillon has 
the Standard International Sales 
Corp., 230 Park Ave., New York 
City, a concern which will en- 
gage in the export and domestic | 
sale of steel and allied products. | 
In the domestic field the com- | 


formed | 


} years. 


will specialize in sales to 
locomotive 


pany 
railroads, car and 
builders, shipbuilders and oil | 
companies. 

Mr. Dillon is president of the | 
company and Norman Allderdice | 
is vice-president and secretary. | 
Associated with Mr. Dillon is an | 
organization of men experienced | 
in export and domestic steel sales. | 
Mr. Dillon and Mr. Aliderdice | 
will handle domestic sales. Mr. 
Dillon was formerly vice-president 
in charge of eastern sales of the | 
Pittsburgh Screw & Bolt Cun. | 
Pittsburgh, Pa. He was qoneni- | 
ated with the company for “i 


DEMONSTRATES MARLIN 
ARMS IN CENTRAL STATES | 


Boyd W. Ingram is now travel- | 
ing the Central States territory | 


| for The Marlin Firearms Co., | 
| older friends of Mr. Linas, sev- 


New Haven, Conn., as a salesman 
and demonstrator. Mr. Ingram | 
formerly served 12 years in a | 
similar capacity for the Winches- 
ter Repeating Arms Co. 


“Get-Together” dinner of the Incandescent Lamp Mfrs. Association, 
45 E. 17th St., New York City, are, left to right, Charles Eisler, Eisler Engineering Co., toast- 
master; Gus Hertzberg, president of the association; Samuel E. Darby, Jr., guest speaker; 
standing, Louis Klein, association secretary and H. L. Bernstein, director of sales, Wabash 
Appliance Corp., Brooklyn, N. Y., with R. W. Sheppard of the Jewell Lamp Co. 





A. S. BOYLE ACQUIRES 
ANTROL LABORATORIES 


The A. S. Boyle Co., Jersey 
City, N. J., has acquired the 
business and plant of the Antrol 
Laboratories, Inc., Los Angeles, 
Calif. The insecticides made by 
the Antrol Co. are being added 
to the Boyle line and will be 
sold under the latter’s name and 
through its regular sales organi- 
zation. Production will be main- 
tained at the Antrol plant in 
Los Angeles, and, in addition, 
the products made there will be 
stocked in all other Boyle dis- 
tribution points throughout the 
country. The Antrol firm spe- 
cializes in ant, small and other 
insecticides. 


W. A. LINAS HONORED WITH BANQUET 
ON 50th YEAR WITH BINGHAM CO. 


Thirty-nine friends and _busi- 
ness associates of W. A. Linas 
honered him with a_ banquet, 
March 30 at the Terminal Club, 
Cleveland, Ohio, marking his 
fiftieth anniversary with The W. 
Bingham Co. of Cleveland. 
Thirty-six of Mr. Linas’ years of 
service with the Bingham organ- 
ization have been in the capacity 
of buyer for the company. 

Gathering in the late after- 
noon, those present had ample 
time for reminiscing, renewing 
old friendships and group sing- 
ing. R. M. Cruise, New York 
manager of the Corbin Cabinet 
Lock Co. and Corbin Screw 
Corp., officiated as toastmaster 
at the dinner which was fea- 
tured by brief talks from the 


eral of whom he had known for 
the full fifty-year period. 

After Mr. Linas had spoken 
in a general way of his associa- 


tions with manufacturers during 
his half-century of activity in the 
hardware trade, he addressed 
each man present, personally re- 
calling incidents of their busi- 
ness relationship. An _ auto- 
graphed first edition of Carl 
Sandburg’s four-volume work on 
Lincoln was presented to the 
guest of honor by Sheridan Mc- 
Clelland, manager of the Cleve- 
land office of The Stanley Works, 
who in cooperation with Russell 
G. Leonard of P. & F. Corbin, 
handled arrangements for the 
affair. The guests also wrote 
their congratulations and _ best 
wishes in a register which was 
given to Mr. Linas as a token of 
their esteem. The banquet was 
| attended by executives and sales 
| reprecentatives from all over the 
country. 

Early in the day the Bingham 
Company had presented Mr. 
| Linas with a watch and chain 
| suitably inscribed. 








Hardware executives and sales representatives at the banquet honoring the 50th anniversary of W. A. Linas with The W. Bingham 
Co., Cleveland, Ohio. Mr. Linas was presented with an autographed first edition of Carl Sandburg’s four volumes on Lincoln and 
earlier in the day had received a suitably inscribed watch and chain from the Bingham company. Mr. Linas is fifth from the 
left in the bottom row. 
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TESTED DOG FOOD 


“OPEN HOUSE” 
SPECIAL 


2 DOZEN 3 Lb. CARTONS CERO-MEATO, RETAILS AT $7.20 
PLUS FREE GOODS 
¥2 DOZEN 3 Lb. CARTONS CERO-MEATO 7 1.80 


TOVAL. RETAR VALUE... .............. $9.00 


ORDER NOW! 


If you want that UNUSUAL margin mark-up that spells 
additional profits on an unusually high grade dog food. 
Once sold Cero-Meato always sold is proving more than 
a slogan. 


Place your order direct with us to assure delivery for 
“Open House” week and specify jobber to bill through. 
Regular discounts plus free goods make more profits. 


Tested and 
APPROVED 


AS REPRESENTED as shown by seal at left means much 
ON CONTAINER 


to your customers both as regards 
quality and safety of Cero-Meato 
me Coorteatian wits Dog Food. 
The Kennel Food Supply Co. 
Fairfield Conn. 








-CERO-MEATO- 














The Claridge is not only known as Atlantic City’s 
tallest and newest ocean front hotel, but it is 
equally famous for the luxury and comfort of its 
appointments and the thoughtfulness of its service. 
Each of the 400 spacious rooms has an outside 
exposure, and most of them have an unobstructed 
view of the beach, boardwalk and park. All rooms 
have private bath, with both tub and shower, 
fresh and sea water. Glass enclosed Solarium on 
24th floor. Three ocean sun decks. Health Baths. 


European Plan 


New York Office, 630 Fifth Avenue, CIrcle 5-4860 
Washington Office . Telephone District 2685 
Philadelphia Office . Telephone Kingsley 3150 
Pittsburgh Office . . Telephone Atlantic 6240 


Hotel Claridge _af 


Gerald R. Trimble ATLANTIC CITY 
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@ The CORY is outstanding for BEAUTY and 
VALUE. The de luxe fittings packed with 
each model include: “Safety Stand’ Funnel 
Holder; Hinged Decanter Cover; 2-table- 
«spoon Measuring Cup; and sensational 
CORY Glass Filter Rod... brews magnificent 
TEA as well os superb COFFEE— 
UNTOUCHED BY METAL 

Most CORY models also have the famous 
“Fast-Flo” Filter. All CORY electric units 
ore 2-heat (Hi-Low). The heat-resisting 
CORNING Glass is decorated with genuine 
platinum striping. 3 CORY sizes fill all 
needs. Big profits from small stock. 

WRITE for latest Catalog. 


GLASS COFFEE BREWER CORP. 


325 No. Wells Street, Chicago, Illinois 
Ask About Special Assortments and Advertising 


for National Hardware Open House 
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The Year ’Round 


Its Many Uses Keep “Black Leaf 40” 
in Season Throughout the Year 


This year more than 4,000 magazines and newspapers 
are again carrying the story of “Black Leaf 40” to 
every corner of the country. The millions of users 
and potential users are again being reminded of the 
many “Black Leaf 40” uses that make it a year around 
good seller. 

By displaying “Black Leaf 40” constantly, you can be 
sure of getting your share of “Black Leaf 40” sales 
and profits. Check your stock today—be sure you 
have an ample assortment of sizes. If you need fresh 
display material, call your jobber or write us direct. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 








INCORPORATED - LOUISVILLE, KENTUCKY 
RRS 2 Ae RRR ACRE ea 
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Lorick & Lowrance 75 Years 
in the Hardware Business 





Lorick & Lowrance occupies this three-story building and basement on 
Columbia’s Main Street. The company celebrated its 75th anniversary 
last month with a huge birthday sale. 


ORICK & LOWRANCE, INC., 
wholesale hardware company 
of Columbia, S. C., celebrated its 
75th anniversary in March of this 
year with a huge anniversary sale 
that ran throughout the entire 
month. A giant birthday cake, com- 
memorating the anniversary was dis- 
played in the store’s windows. Elec- 
tric candles, one for each year, were 
set on the tiers of the cake, while a 
miniature stairway of 75 steps led to 
a large and glittering numeral, “75,” 
which topped the pastry. 

At the time the company first 
opened its doors to the public, the 
South was feeling the ravages of the 
Civil War. Since that time, through 
Reconstruction days and other wars 
and through good times and bad, 
the company has marched steadily 
forward with the development of 
the city of Columbia and the state 
of South Carolina. Appropriately 
Lorick & Lowrance has adopted the 
slogan, “Serving Columbia and 
South Carolina Since 1865.” 

In 1865 the firm of Fisher and 


78 


Lowrance was established. It was 
in reality the successor of an earlier 
firm, that of Fisher and Agnew, 
which existed before the Civil War 
and which had operated branch 


es wae 
rare 


racgra 


} r erers 
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stores in other towns in South 
Carolina. In 1869 the late P. C. 
Lorick bought an interest in the 
firm and later it became styled as 
Lorick and Co. with P. C. Lorick, 
R. N. Lowrance, and W. B. Low- 
rance as owners. In 1874 when Mr. 
Lorick bought the interest of R. N. 
Lowrance the firm name_ was 
changed to Lorick and Lowrance 
with P. C. Lorick as president. 

The business was incorporated in 
1903 with the following officers: P. 
C. Lorick, president; W. B. Low- 
rance, vice-president, and Lee A. 
Lorick, a son of the president, as 
secretary and treasurer. In recent 
years the two founders of the firm, 
P. C. Lorick and Captain W. B Low- 
rance passed away; Captain Low- 
rance in 1925 and Mr. Lorick in 
1922. It is interesting to note that 
in its entire history the company has 
had only two presidents—father and 
son, Lee A. Lorick becoming head 
of the company at the death of his 
father. 

During the long period of its ex- 
istence, the members of the firm 
have been active leaders and liberal 
contributors to the upbuilding and 
progress of their community. In 
past years, the company’s general 
supply business proved to be of 
great value to the farmers of that 
location by virtue of tiding them 
over in times of stress. Also, as the 
city grew and new commercial and 
industrial enterprises were formed, 

(Continued on page 103) 





A recent window display of Lorick & Lowrance, a tie-up with the Ameri- 
can Legion, was trimmed in red, white and blue crape paper with the 
flag made of red, white, and blue “Muresco.” A varied assortment of 
World War relics such as a German machine gun, a German mine 
thrower, French and German rifles, medals of all descriptions, and 
American and foreign belts, helmets, etc., made effective eye-catchers. 
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HOUSEWIVES AND PAINTERS PREFER 
DIC-A-DOO TO ALL OTHER PAINT 
CLEANERS. SO DO I, BECAUSE THE 
BIG NATIONAL ADVERTISING IN 
COLOR MAKES SALES EASY AND THE 
PROTECTED PROFIT UNDER ‘‘FAIR ie 
TRADE"’ MAKES REAL MONEY FOR . 
ME. | CARRY IT IN BOTH PREPARED 
AND REGULAR FORMS AND DOUBLE 
MY SALES! HOW'S YOUR STOCK? 
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DIC-A-DOO 
PAINT CLEANER 


@ REGULAR (powder) for 
walls, ceilings, floors, etc. 

e PREPARED (Ready Mixed) ait 

for many year-round uses. ae es 


DIC-A-DOO 
















Brush Bath F 
An excellent paint : “, 4 
brush cleaner. 5¢ and Aha 3 ’R E PA R E D 
10¢. Helps sell better \ Es DI 
brushes. 2 dozen in IC: “A: ‘DO 
self-selling display. meee =| PREPARED 


DIC-A:DOO CLEANER 


Patent Cereals Co., Dept. H-30 Geneva, N.Y. & CLEANES : ~ 






~~ 


"ul it on Wipe it off — 
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Friendly Ooorways by McKINNEY 


SELL QUALITY HARDWARE FOR YOU... 


A Friendly Doorway is the result of skillful blending 
of approach, landscaping, lighting and QUALITY 
HARDWARE of the right design. * 

McKinney Forged Iron lends warmth and charm 
to every door and is adaptable to most homes in any 
price range. 

Show your customers McKinney Sample Boards— 
the easy way to increased sales and profits. 
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McKINNEY MANUFACTURING COMPANY ° PITTSBURGH, PA. 





YEARS OF DESIGNING AND MANUFACTURING GOOD HARDWARE 
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GEORGE B. ALLEN, 
Buffalo, N. Y., retail hard- 
ware dealer, celebrated his 
52nd anniversary as a retail 
hardware dealer on February 
11. Known wherever hard- 
waremen gather in New York 
state, he has long been active 
in the New York State Retail 
Hardware Association, having 
served as director and presi- 
dent of the association and as 
a member of various commit- 
tees. His father entered the 
retail hardware business in 
1885 in Centerville, Pa., and 
three years later moved to 
Buffalo where young George, 
who was then but 10 years 
old, started his hardware career. Although Mr. Allen has 
been in the retail hardware business continuously for 52 
years, he also carried on other business ventures as a side 
line. For a time he owned a men’s furnishings shop near 
the hardware store and later engaged in the men’s hat 
business as a salesman for a wholesale hatter. The hard- 
ware business and fraternal organizations are his chief 
hobbies. He recently completed three years as president 





GEORGE B. ALLEN 


80 


Hardware Age 
Fifty Year 
Club 


of the Buffalo Hardware Association and has served as 
president of the Coldspring Business Men’s Association. 
He is very active in the Odd Fellows and in Masonry. Mr. 
Allen is Past District Deputy Grand Master, Odd Fellows; 
Past Grand Guardian, Grand Lodge, State of New York, 
[.0.0.F. and a member of the board of directors of the 
Lockport Odd Fellows Home, Lockport, N. Y. He is a 
Mason and a Knight Templar. 


EINAR M. GULBRAND- 
SON, partner in the Gul- 
brandson Hardware Co. of 
Albert Lea, Minn., has spent 
half a century with the same 
firm. Born in 1879, Mr. Gul- 
brandson will celebrate his 
61st birthday on May 31. The 
Gulbrandson Hardware Co. 
was established in 1870 and 
it claimed his allegiance while 
he was still a boy and he has 
been there ever since that 
time. Mr. Gulbrandson is a 
member of the legislative com- 
mittee of the Minnesota Re- 
tail Hardware Association, a 
member of the zoning com- EgINARM.GULBRANDSON 
mittee of the city of Albert 
Lea and a member of the board of directors of the local 
hospital. He is extremely interested in photography and 
the use of the motion picture camera constitutes his chief 


hobby. 
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Here it is! A brand new invention that your customers will simply go wild 
about. It completely revolutionizes the Wringer Pail— makes mopping 
a pleasure instead of a job . 

The Improved DeLuxe Mop Wringer Pail is made of extra heavy metal, 
galvanized by the hot hand-dipping method to assure perfect coverage. 
And the patented Wringer is of such simple construction that it can’t 
possibly get out of order—will positively last for years and years. 

A simple demonstration in your store will sell this remarkable Pail to 
every woman in your community. Ask your Jobber’s Representative 
about the DeLuxe Mop Wringer Pail right away, so that you can be 


among the first to show it. 
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1-OPEN 


Simply step on the lever 
and the Wringer opens. 
It’s an easy, one-footed 
operation. No throwing 
the Pail out of balance, 
no splashing, no con 
tortions. 


2-DiP 


Ample room to insert 
the mop...and the cleverly 
designed opening guides 
the mop against the front 
roller, where the greatest 
amount of pressure is 
exerted, 


3-WRING 
Then step on the em 
bossed foot treadle and 
withdraw the mop. The 
foot keeps the rollers 
tightly compressed, and 
at the same time balances 
the Pail. No springs to 
get out of order. 
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Sell Paint Well Mixed. 


Keep More Business 
Coming Your Way. 


* 
ASK YOUR JOBBER 


Or Paint Manufacturer 
Write For Literature Today 


F.O.B. Detroit 


Patent Applied For 
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The Diversion of Trade From 
Established Retail Channels 


(Continued from page 40) 


normalcy, reemployment and a 
continuance of the high standards 
of our living, individual initiative 
must be preserved and equal op- 
portunity assured. I feel like thou- 
sands of others that this can be 
effected by the passage of H.R.1 so 
that the chains and monopolies 
will pay their just and fair propor- 
tion of governmental expenses and 
business overhead. I sincerely urge 
that all independent retailers write 
their congressmen and_ senators 
urging and demanding his vote of 
approval of this important law to 
help preserve the most important 
heritage of our nation, “democ- 
racy and equal opportunity for 
all.” 

For many years past we have 
watched the ever changing intro- 
duction of our goods into other 
channels with growing concern 
and alarm. Now we see depart- 
ment stores, variety stores, 5 and 
10-cent stores, dollar stores, gro- 
cery and drug stores, housefur- 
nishing stores, furniture stores, 
appliance dealers, etc., etc., selling 
our goods, stealing our volume 
and profits, and whose fault is 
this? I should say the fault lies 
directly at the door of manufac- 
turers and distributors, and what 
are we going to do about it? 
Heaven only knows, but something 
should be done. There should be 
a concerted effort and it should 
start right now! 

As could be expected, too many 
other retail establishments selling 
our line of goods have used our 
merchandise as “loss leaders” and 
sold. without regard to profit. 
Those other retail outlets have not 
been actuated to buy quality mer- 
chandise but have bought only in 
the interest of price appeal. 

For years past we have seen 
hardware and housewares items 
being offered as premiums either 
free or at cost, or at half-price by 
food manufacturers. This same 
thing is true of subscription con- 
tests conducted by magazines and 
newspapers. Gas stations also have 
liberally used hardware and house- 
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wares items as free premiums or 
sold at half-cost provided you buy 
their gasoline or oil. Our com- 
munities, towns and cities are still 
overrun with house-to-house ped- 
dlers using again hardware and 
housewares items. 

We find employee associations 
growing in great numbers on 
every hand, and one of the prin- 
cipal advantages of membership is 


the offer to buy their hardware, 
housewares or housefurnishings at 
wholesale prices. This is true of 
our government and federal em- 
ployees, our state, county and city 
employee associations. In other 
words, those people whose salaries 
are paid out of our taxes are per- 
mitted to organize for the purpose 
of eliminating us when buying 
their personal or household needs. 
And right here remember that 
manufacturers and _ wholesalers 
make it easy for these people 
to buy their requirements. The 
march to oblivion continues and 
grows and the result will be a 
continued and growing decline of 
the number of retailing indepen- 





A HARDWARE MERCHANT OF MOROCCO 
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Here’s a typical hardware store in the native quarter of Rabat, capital 
of Morocco. Most of the stock is displayed in the open air, the interior 
of the store consisting of not much more than a hole in the wall. Most 
of the stock would be familiar in the average American store and the 
display methods hark back to the American vintage of 1865. The methods 
of doing business are, however, decidedly different. There’s no such 
thing as a fixed price, and the dealer and customer haggle back and forth 
until the customer eventually purchases the desired article at about one- 


third of the original asking price. 


The dealer’s appearance is also 


different and he keeps his cash in a wallet carried at his side. 
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SCHALK’S CRACK FILLER, the 
smartest package in the field... and 
the Crack Filler that’s “tops” in Amer- 
ica today... thanks to national adver- 
tising! Order from your jobber. Schalk 


Chemical Co., Los Angeles, Chicago. 





RS=— Don't forget that 
Schalk has three other 
star-performers: Waxoff, 
Double X Floor Cleaner, Savabrush. 


EXPRESSING 
PHILADELPHIA 





in its finest, 
most hospitable 


mood 


To be at the Bellevue is to 
appreciate and enjoy Phila- 
delphia. It is where every- 
thing important happens. All 
the luxuries of modern com- 


fort— at reasonable rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT 
General Manager 












dent merchants, the mortality of 
which will be noticeably increased, 
that is, unless we do something 
about it. 

As an industry we must recog- 
nize these conditions and we must 
soon distinguish our friends from 
our enemies, and if manufacturers 
or distributors of our standard 
and long-established lines of mer- 
chandise permit the competition 
and opposition to grow in num- 
bers and outlets, then we individu- 
ally must determine whether we 
are going to buy from that manu- 
facturer or distributor who is con- 
tributing to our downfall. The 
small independent merchants and 
the poor unfortunates who are not 
properly financed or who are in- 
efficient in business will be the first 
to suffer from a continuance of 
these conditions. Only the effi- 
cient merchant who will adopt the 
suggestions, council and aid of- 
fered him by his association will 
probably continue to exist as a 
business entity for some time to 
come. We must buy not from sen- 
timent but from reason. 

This brings me to the most defi- 
nite and particular problem con- 
fronting us, namely, the manufac- 
turers, and particularly whole- 
salers, who still persist in allowing 
manufacturing and industrial con- 
cerns and their employees to buy 
their individual and home needs at 
wholesale prices. I believe it is 
time for manufacturers and whole- 
salers, particularly the latter, to 
clearly establish, state and define 
their policies and sconfine all of 
their sales of merchandise, goods 
or commodities that are naturally 
found in a retail hardware store 
and see that all such merchandise 
is sold only to legitimate and es- 
tablished merchants who buy only 
for resale purposes. This will not 
exclude manufacturing concerns 
or individuals from buying at 
wholesale those items which are 
needed and essential to their busi- 
ness or the service that they ren- 
der. 

This phase of trade diversion is 
a big problem, but it would not 
even exist if the executives of in- 
dustrial concerns would pattern 
their policy after that of a certain 
radio corporation. This big na- 
tional manufacturer stopped all 
sales of its own products to factory 


employees. If our industrial man- 
agers and executives wish to be 
ethical, practical and consistent 
they would do well to issue an 
edict along these lines to stamp 
out this evil. 

Too many hardware stores of 
today are becoming showrooms 
and display rooms for manufac- 
turers and distributors. They al- 
low us to buy their goods at 
wholesale. A prospect comes in to 
seek information about our goods 
and we sell him the idea of own- 
ing, desire to possess. We do the 
creative and promotional work 
and we quote the regular prices, 
only to find that most of our pros- 
pects take a circular or note of the 
style and style number and the 
regular retail selling price and 
then go out and find a friend who 
knows where and how to “buy it 
at wholesale”. 


Stick Together! 


If our business is to continue to 
exist we must face these facts and 
if we plan to trudge along the 
pathway of 1940 and the years to 
come, we must use the slogan of 
this convention, “prepare with 
confidence”. We must realize the 
necessity of sticking together, 
working in closer understanding 
with each other. We must expect 
and even demand more consid- 
eration and _ protection from 
manufacturers, distributors and 
wholesalers. We have a powerful 
medium by which we could effect 
all possible and legal corrections 
and that ally and friend is your 
own association, both locally and 
nationally. Support your associ- 
ation financially and morally— 
heed its warnings, put your prob- 
lems up to your association for 
advice and counsel and when a 
platform for action is planned, 
join hands with your fellow re- 
tailers to gain your objectives. 
Certainly the most important of 
these problems is the diversion of 
traffic and profits from established, 
legitimate retail outlets. Today the 
most savage and far-reaching ef- 
fect upon the morale and future 
of merchandising is the great 
American pastime of calling any- 
one who has paid retail for their 
merchandise “The Great American 
Sap”. 
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| When Better Ladders are Built 
Rich HAS BUILT Them 


That is ladder history. 
The reason? 


From the beginning, Rich has used ‘Safety- 
Science” in design and “Safety-Care” in man- 
aoa ufacturing. In service, 
value and profit, you 
will find the 1940 line 
outstanding. 


The complete line in- 
cludes straight and ex- 
tension ladders, step 
ladders, step _ stools, 
scaffolding, trestles and 
accessories, each item 
having features of con- 
venience, long life and 
safety. 


Send for details about 
the better ladders that 
Rich has built. 


Rich Ladder & Mfg. Co. 
1008 Depot Street 
Cincinnati, Ohio 


























RELIABLE— 





FOR EVERY FIELD AND USE 

Wall Cordage is specially constructed for particular 
uses in a wide variety of sizes and types, but only 
one standard... . the highest. 





GENERAL HARDWARE 


Pile Driver @ Hoisting @ Hammerfall Trans- 
mission @ Drilling Cable @ Bolt Rope @ 
Shovel Rope @ General Con’racting @ Struc- 


’ mse 
HAV Saisie) tural Requirements @ Marine Stevedoring @ 
aS Athi ip§ Dredging @ Oil & Water-Well 
> 4 
ence «=©6- WALL ROPE WORKS, INC. 
ed aS South St. Factory: 
it Ries Ry New York, N. Y. Beverly, N. J. 











FARRELL-CHEEK 


FIRE-FIKER 





















FARRELL-CHEEK STEEL CO. 
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“MILORGANIZE” 





Your Lawn and Garden Trade 








a a 


50- AND 100-Ib. 


SIF T-PROOF BAGS 
WITH DIRECTIONS 


... for DOUBLE SATISFACTION 





From your standpoint — MILORGAN.- 
ITE sales build up into fast-growing, 
profitable volume — once your cus- 
tomers know about this remarkably 
efficient, complete lawn and garden 
fertilizer. 

From the user’s standpoint — Both 
amateur and expert gardeners vote 
it “tops” among fertilizers. One ap- 
plication of this easily applied, ex- 
ceptionally clean organic fertilizer 
lasts through an entire growing 


t} season—promoting continuous, 


healthy growth. Does not burn, is 
always granular and dust-free, long- 
lasting in effect, easy and pleasant 
to use. For full details write: 


THE SEWERAGE COMMISSION 


Dept. H-418, Milwaukee, Wisconsin 





MILORGANITE 


is the IDEAL LAWN & GARDEN FERTILIZER 














Rolls Razor Assortments 


Display case assortment No. 20 in- 
cludes a handsome wood, velvet and 
pilfer-proof display, given free with 


eos aaroet 


s 





order for three of the $10 models. Case 
is covered. Rolls Razor, Inc., 305 E. 
45th St., New York City. 


Air Conditioners 

Gale Products, Galesburg, Ill., an- 
nounces a DeLuxe and Standard model. 
The former features improved capacity 
and complete disposal of water created 
by condensation. It is equipped with an 
acoustical liner to deaden sound. Two- 
way switch permits it to operate as a 
circulator only, without the cooling, 
for year-around ventilation. Adjustable 
grille directs air flow. The Standard 
model is basically the same in operat- 





New and Improved Merchandise—Dis play Helps—Sales Literature— 


ing principle but slightly smaller in 
capacity and without all the refinements 
of the DeLuxe. Both are finished in a 
neutral color with chrome trim and re- 
quire no special wiring or plumbing but 
are merely plugged into a light socket. 


Golf Ball Marker 


Operates like a pair of pliers. It is 
furnished with a full set of numbers 
and is intended to identify balls by 
number or letter which can be substi- 
tuted for the figures. Removable mono- 





gram inserts can also be substituted. 
H. O. Bates, 251-257 N. Broad St., Eliza- 
beth, N. J. 


New Mossberg Catalog 


The new 1940 catalog of O. F. 
Mossberg & Sons, Inc., New Haven, 
Conn., is streamlined in harmony with 
its rifles, shotguns and telescope sights. 
It contains 40 illustrations of the manu- 
facturer’s various firearms and acces- 
sories. In addition each copy sent out 
prior to May 15 will contain an official 
entry blank for the Mossberg $250 cash 
Rifle Name Contest, in which shooters 
are being asked to name the three new 
“M” model rifles which the manufac- 
turer is introducing this spring in con- 
nection with National Hardware Open 
House. 





Automatic Humidifier Valve 


Maker states this valve keeps hu- 
midifier pans constantly supplied with 
water and also keeps radiators free of 





air. Operates on any hot water radi- 
ator and in any kind of humidifier pans. 
Installed by clamping on the radiator 
air vent. Weeks Valve Co. 3308 14th 
St., N. W., Washington, D. C. 


**Lag’s”’ Rabbit Chaser 


Maker states that if sprayed it will 
repel rabbits and will not burn the 
vegetation or harm the rabbits since it 
is not poisonous and can be used with 
safety. Application is recommended as 
soon as young sprouts appear above the 
ground. Spraying should be repeated 
every three weeks or after a rain. 
The preparation is diluted with water 
before using. Put up in a 50-cent bot- 
tle to make a quart of spray or $1.50 
bottle to make a gallon spray. G. An- 
derson Levy, 631 Penn Ave., Pittsburgh, 
Pa. 
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for Retail Hardware Stores 


Fence Lightning Arrester 


“Guard” electric fence lightning ar- 
rester has air gap between discharge 
electrodes to avoid shorting fence or 





causing radio interference. Gas cham- 
ber allows for gas expansion when 
spark jumps. Arrester should be near 
but not on the controller. For better 
protection an arrester should be placed 
at each corner of the fence. Each is 
supplied with mounting screws. Sug- 
gested retail selling price, 20 cents. 
Accessories Mfg. Co., 4612 N. Clark St., 
Chicago, TI. 


Door Look-Out Device 


Protects the tenant or home owner 
from unwarranted intruders and can- 
vassers. This new “Dooroscope” Model 
NC, illustrated, is equipped with a spe- 
cial patented clesure and mirror ob- 
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Window Trims—New Packages—New Colors—Catalogs 


server. The back of the closure faces 
the inside of the apartment or house 
and the mirror observer faces the out- 
side. A person in the house can look 
through the “peep-hole” and see the 
caller. After identifying the caller, the 
person inside can speak through the 
specially constructed indirect speaking 
channels. The Dooroscope Co., Inc.. 
32 Union Square, New York City. 


“Liquidizer” 


Reduces almost any kind of vegetable 
to a digestible liquid. All that is neces- 
sary is to add a small quantity of a pri- 





mary liquid; snap on and drop fruit or 
vegetables into the whirling liquid. Has 
speed control feature. Motor is high 
speed. List price, $14.95. Knapp-Mon- 
arch Co., St. Louis, Mo. 





















Shelby’s 1940 Bikes 
The 1940 line includes 25 models 


ranging from the deluxe units through 
the lightweights and juveniles to the 





“promotional” series. The company has 
developed attractive two-tone color har- 
monies available without additional cost 
in all models above the lowest price 
range. Gracefully curving double bars 
add strength as well as beauty to the 
ladies’ model “Airflo” frame. All models 
have the “safety crank” unit, said to be 
capable ef sustaining tremendous pres- 
sures without bending or breaking. 
“ShockEase” fork is standard equip- 
ment on deluxe models and is available 
on most others at slight additional cost. 
This individual spring mechanism is 
fully enclosed and combines a_high- 
tension steel spring with a cushioning 
base of live rubber. Another feature 
of the line is triple-fused frame con- 
struction. There are no joints at points 
of greatest stress. Continuous tubing 
from head to rear axle features men’s 
models. New catalog on the line is 
available. The Shelby Cycle Co., 
Shelby, Ohio. 
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Cooking Utensils 


“Wear-Ever”—Aluminum ring mold, 


No. 109, has swirl design; soft, “Alumi- 
lite” finish, stain resisting and easy to 
clean. Introductory sales price is 75 
cents, slightly higher in the far West. 


Covered sauce pans have Bakelite han- 
dle, shaped for firm grip. Handle is 
welded on. Made in 2, 3 and 4-qt. 
sizes at introductory retail prices of 
$1.29, $1.49 and $1.79, respectively 
(slightly higher in far West). The Alu- 
minum Cooking Utensil Co., New Ken- 
sington, Pa. 


“Columbia” Bicycle Line 


New styling, color combinations, im- 
proved and smoother “air flow” effects 
are features of the 1940 Columbia line 
of bicycles. Contributing to the “air 
flow” effect of the new models is the 
new snug-fitting tanks and other acces- 
sories built-in to seem actually part of 
the frame. Other styling features are 
three-color effects, additional striping 
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and decorations. Illustrated — Model 
E-64-T with new, snug-fitting tank, new 
comfort-built saddle, improved striping 
and white sidewall tires; Model E-48-3S 
with new tapered fins on both fenders, 
three-speed hub, improved saddle con- 
struction; 1% in. tires; forged rear-end 
plates and multi-bead reflector. West- 
field Mfg. Co., Westfield, Mass. 


Malleable Carriage Clamp 


This new “Jorgensen” carriage clamp 
incorporates a small groove across the 
“foot” of the clamp which the maker 





states, on a round or irregularly shaped 
piece, does an effective job in broaden- 
ing the usefulness of this clamp. Ad- 
justable Clamp Co., 417 N. Ashland 
Ave., Chicago. 


*““Coffelator” 


Brews coffee by the infusion method 
through a filter cloth, which is said to 
remove the non-essential elements. Bag 
is fabricated to prevent soaking of 
grounds and to permit water to remain 
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in contact with the finely ground cof- 
fee no longer than is necessary. Has 
no parts—consists merely of empty fil- 
ter bag and rinse pot. Filter bag is 
placed in neck of “Coffelator” and boil- 
ing water is poured over grounds. When 
water has passed through the grounds 
into the “Coffelator,” the bag is re- 
moved. [Illustration shows operation. 
Suggested retail selling price is $2.50. 
The Coffelator Co., 205 Market St., 
Newark, N. J. 


Screw Driver Assortments 


No. P-16 includes a display card con- 
taining one, each size of Phillips alloy 
steel, amberyl handle screw drivers— 
Nos. 1 to 6 and 11 and 12. Handles 





VACO PHILLIPS 


SCREW ORIVERS 
AMBERYL 





VACO PRODUCTS COMPANY 


are said to be break-proof and sheck- 
proof. The boxed assortment, No. A36, 
of “Vacolite,” 5000-volt insulated tem- 
pered tool steel screw drivers contains 
six each, full size, 3/16 in. by 4 in.; 
3/16 in. by 5 in., 3/16 in. by 6 in., and 
% in. by 4 in., % in. by 5 in.; % in. 
by 6 in. and four-color counter display 
box. Vaco Products Co., 1603 S. Michi- 
gan Ave., Chicago, IIl. 


“Slip-Lok” 


When door is opened to desired po- 
sition, “Slip-Lok” holds it securely in 
place. No door bumper is required. 
Also prevents door knob from striking 
wall. Said not to scratch floor, or tear 
rugs. Slip-Lok, Inc., 53% W. Huron St., 
Pontiac, Mich. 
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“Gard-n-Cart” 


Grass, leaves, twigs, etc., can be | 
swept or raked directly into the cart. | 
When cart is straightened up, steel legs | 


spring out in front and hold it upright. 
Cart is pushed or pulled like a wagon. 
Has two wheels, rubber-tired. Cart also 


dumps easily. It is light in weight but | 


strongly constructed. Suggested retail 
selling price, $4.35. Budwig Mfg. Co., 
Burbank, Cal. 


Liquid Pine Cleanser 

For cleaning bathtubs, bathrooms, 
sanitas, floors, windows, woodwork, etc. 
Now available in a new combination 


deal which includes one quart of cleaner | 


and one-half pint of rug shampoo to 


retail at $1.00. The Morton S. Pine 
Co., Cleveland, Ohio. 
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GENERAL 
ELECTRIC 


10” SPECIAL 


“and Here's the Backing — 
Will Get FREE 
1. A full-color “stopper” 


display designed to catch 
the eye—and hold it! 


2. Smart catalogs full of 
selling facts! 


3. Direct-mail pieces to help 
build your volume! 


4. Convincing ready-made 
2 eniegns mats for local 
use 


5. Powerful National news- 
paper ads in over 175 key 
cities—run at the best time 
to sell fans —in local hot 
weath 


Because... 


it's styled to the times—and 

ahead of them... . it’s priced 

right... it's backed by G-E 

advertising and promotion* 
. the General Electric name 

spells quality. 

THOUSANDS OF DEALERS CAN'T 

BE WRONG 


Literally thousands of dealers 


And a = you can’t ignore 
/ ~——dominant, colo Na- 
~ tional m ine advertisin 
| ‘which ath in and month - 
out helps maintain user ac- 
ceptance and keep the G-E. 
; flame constantly in the lime- 
1940. Almost without excep- light. 


tion ‘their orders include a 





have tied in with G-E Fans for 


generous stock of the G-E 10" 


Special. We'll take the dealers’ verdict any time. 


See your G-E Distributor today for full details on the 10” 
Special and other G-E Fans which make up the most complete 


line of fans in the industry. 


- give them what they want 


, 
re 
They'll ask for G-E Fans. . 
FAN SALES. SECTION, APPLIANCE AND MERCHANDISE DEPT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN 


GENERAL (:) ELECTRIC 








Complete price range-- 
the famous PRIME name 


= added profits for you 


Electric Fence 
fereystaaeli t-te 





Easy to sell because it's 
safe ... trouble-free . . . 
advertised .. . accepted 


The market is there. The amazing growth 
of this new industry shows there’s real money 
to be made in the right kind of electric fence 
equipment. 


The acceptance is there. Prime is the oldest 
mame in the business, and the best-known. 
Prime meets all existing safety regulations 
on electric fence. 


The help is there. Prime is advertised heavily 
in your territory, through farm papers. Radio 
advertising to start soon. 


The proof is there — in the rising volume 
of alert Prime dealers. 


The season is here. So act now and tie up 
with Prime, the big, established company with 
the dealer policy that protects your profits 
and position. 










Write or wire now 
for profitable dealer 


proposition. Or see fe} rateke he) Is 
your jobber. 


The Prime Gs euaueluc 


Mfg. Co. 4 9 9 6 
1669 South First St. 
Milwaukee, Wis. 

National pardware 
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“Everhot” Appliances 


No. 820 “Rangette”—a wall-outlet ap- 
pliance, occupying less than 2% sq. 


feet. Has new type of switch control. 
Appliance combines broiling, toasting, 





ay 
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BROILS 
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grilling, surface-burner cooking and 
(with the oven) baking and roasting. 
“Rangette” lists at $19.95, oven at $7.00. 
In the No. 825 grill, broiling is done in 
a removable rectangular pan equipped 
with a two-position rack. Foods can be 
fried or pancakes made on the alumi- 
num griddle that is removable for 
cleaning. List price, $10.25. The Swartz- 
baugh Mfg. Co., Toledo, Ohio. 


Window Fan 


Model ]122—a new window fan that 
operates on the same principal as attic 
ventilation by drawing in cool air and 
expelling hot, stagnant air. This model 
is portable and is easily installed in 


less than 15 minutes. Said to be ade- 
quate for three or four average rooms. 
Has open cabinet construction to per- 
mit passage of light. Transparent spacer 
plates are provided for large windows. 
Model 122 is finished in ivory enamel 
with modern chrome trim and measures 
23% by 23% by 15 in. Equipped with 
1/6 hp. rubber-mounted motor, provid- 
ing 3500 c.f.m. Viking Air Condition- 
ing Co., 9500 Richmond Ave., S. E.. 
Cleveland, Ohio. 


Line Chalking Reel 





Eliminates necessity of hand chalk- 
ing. Line may be played out or reeled 
in quickly. Line is always chalked 
when pulled from the case. Both ends 
of the shaft pass through the ease to 
assure a centered, free-acting movement 
of the reel. Case is easily opened to 
refill with chalk. Hook and pin is at- 
tached to the free end of the line. Each 
tool is boxed singly with 50 ft. of line 
on the reel and powdered chalk in the 
case. Warner Mfg. Co., 801 16th Ave., 
S.E., Minneapolis, Minn. 


Canister and Server 


“Crystal-Pak”—No. 211 cake server 
has decorated transparent plastic cover 
with glass dish base and glass plate 








handle extensions. No. 208 canisters 


have metal tops and bottoms. Available 
in three or four, or in various sizes de- 
signed to suit individual needs. Maker 
states plastic used is non-inflammable, 
rigid and unbreakable, decorated in 
colors with attractive designs. Trans- 
parent Specialties Mfg. Co., 6300 Euclid 
Ave., Cleveland, Ohio. 
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Chrome Face Steel Tapes 


Chrome face is a new line of steel 
measuring tapes announced by The 
Lufkin Rule Co., Saginaw, Mich. Mark- 


ings are durable as well as easy to read. 





They are chrome plated, with jet black 
markings and satin chrome-white sur- 
face, unusually free of glare. The surface 
is smooth, hard and easy to clean, and 
the tape, being of metal throughout, will 
not crack, chip or peel. New cases and 
frames of improved design and appear- 


ance have been built for this new line. 
These tapes in cases are now offered in 
two brands: “Anchor” in %-inch and 
%.inch width, in genuine leather case; 
and “Leader,” the popular priced line, 
*<-inch wide, in durable and _ attrac- 
tive imitation leather case. Included also 
are chrome face *4 and '%-inch wide 
tapes on metal frames with plumb bob 
for tank gaging in the oil industry. 


Spray Painting Equipment 

A hand book, the “A B C of Spray 
Painting Equipment,” has just 
published by The DeVilbiss Company, 
Toledo, Ohio. The subjects treated are, 
the paint spray gun, its troubles, rem- 
material 


been 


edies and accessories; con- 


tainers; hose and hose connections; air 
transformers and condensers, and air 
compressing outfits. Single copies may 
be obtained free or arrangements made 


for procuring copies in bulk. 








Hotpoint Dishwashers 


Two-rack dishwashers have been 
added to the present Hotpoint single- 
rack line. The new models feature ex- 


tra capacity, simple operation, and 
adaptable design. The new dishwashers 
comprise two models, a_ free-standing 
dishwasher with or without table top, 
and a dishwasher sink. In addition, the 
company offers the “Electrasink,” com- 
prising a complete kitchen sanitation 
work center in one unit. It provides 
with a 
base cabinet and kitchen waster -exit. 
Space to the left of the dishwasher in 
both the dishwasher-sink and “Electra- 
sink” is enclosed by two noise-deadened 
On right door are three hooks 
for gadgets. Sliding towel rack is also 


provided and extra space inside cabi- 


double dishwasher capacity 


doors. 
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net for three metal shelves. Edison 


General Electric Appliance Co., 5600 
W. Taylor St., Chicago, Ill. 
































SEND US YOUR 
FENCE AND METAL 


SPECIALTIES 
o @ / 


* 


Are you well informed when your customers 
inquire about fence and metal specialties, or 
do you pass up the inquiry? Many dealers 
have equipped themselves with Stewart lit- 
erature to serve their customers better and 
at the same time earn a neat profit by know- 
ing where and how to purchase these spe- 
cialties. Let us tell you more about this 
plan. You make no investment, nor are you 
required to stock any merchandise. 


2020? 
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Stewart Chain Link Wire Fence and Entrance 
Gates for residential or industrial property are 
manufactured in many types and heights, from 
low lawn fence to the high fence with barbed wire 
overhang arrangement. 
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Stewart Ornamental Iron Fence and Entrance 
Gates are available in a wide variety of designs 


and types to meet all requirements, from the 
modest cottage to the largest estate. . 
Stewart iron and 


wire specialties 
cover a wide range 
of products. There 
are window guards, 
in iron and wire, 
wire partitions, 
sliding and folding § 








gates, settees, steel 
folding chairs, or- 
namental iron 
bracket and _ pier 
lanterns, bronze 
plaques, interior 
and exterior rail- 
ings, interior gates 





and grilles, and b 
scores of other ; 
items in iron and 4 
wire. ; 








Investigate today. 
complete details. 

earnings—so can you. 
costs you nothing. 
time. 
obligation. 


Send for literature and 
Others have increased their 
The Stewart Plan 
All you invest is your 
inquiry places you under no 
When writing please mention 


Your 


products in which you are interested. 


THE STEWART IRON WORKS CO., INC. 
737 Stewart Block, Cincinnati, Ohio 
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Label Gluer 

A new machine which applies glue 
or water on labels or stickers up to 5% 
inch in width has been announced by 
the Glue-Fast Equipment Co., Inc., 1133 
Broadway, New York. With two brass 
reeded rollers or dot woven wick rollers 
of special construction based on the 





offset. principle, the machines apply 
glue or water through these synchron 
ized rollers, which are stated to spread 
the liquid evenly to the farthest cor- 
ners and make an even edge all around. 
Application is made by placing the 
label against the guide, which is ad 
justable, and then drawing over the 
rollers. The machine is hand-operated, 
constructed of heavy die cast metal, 
silver finished, rustproof with chromium- 
plated guide plate. 


Soldering Iron Tips 


Stanley Tools, New Britain, Conn., 
has announced a new line of armor- 
clad soldering tips for its serew tip and 
plug tip electric soldering irons. The 
armor-clad tip is a copper tip having a 
thin special metal coating. By using 
this thin protective metal coating to re- 
tain the high heat conducting value of 
copper and eliminate the troublesome 
features experienced with ordinary cop- 
per tips, according to the manufactur- 
ers. It protects the copper tip from the 
rapid oxidation and corrosion formerly 
experienced and is said to wear better 
than copper where it contacts the work. 
Also eliminates erosion because solder 
does not amalgamate or alloy with this 


SORT ) es 
a 


metal coating so it does not wash away 











as with copper. Armor-clad tip is read- 
ily tinned. Retinning is also less fre- 
quent than with the copper tip:. 


Staple Puller 


Designed to stand hard wear and 
abuse is a new staple puller and crate 
opener offered by the Giant Grip Mfg. 
Co., Oshkosh, Wis. Drop-forged from 
tool steel in one piece, the tool weighs 
16 ounces and is 11 inches long. Among 
the more common uses of the tool may 
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be listed that of a hammer, a nail or 
staple puller, a pry, and as a box or 
crate opener. Its construction permits 
the quick and easy snapping of wire 
bindings on fruit boxes, as well as the 


— 


} 





rapid lifting of nailed tops from boxes 
and crates of all kinds. As a farm tool, 
the Giant Grip Staple Puller is used 
to pull staples when tearing down or 
repairing wire fences of all kinds. When 
repairing barbed wire fences, it can 
be used to take up the slack in a sag- 
ging wire by hooking the claw behind 
a barb and using the fence post as a 


lever. 


Mail Box 


Designed as a utility mail receptacle 
for small packages, parcels, photo- 
graphs, etc, that are too large for the 
standard letter box, is this new, all- 
metal box. This new mail box is made 











of 30-gage steel and can be supplied 
either with or without the wire news- 
paper and magazine holder. Box is 614 
in. high with weatherproof top, opening 
to 11% in. x 3% in. Finished in black 
as standard color, but’ other colors are 
furnished on special order at a slight 
extra charge. Patent Novelty Co., Ful- 
ton, Ill. 


Bridal Gift Campaign 


Toastmaster announces a campaign to 
help dealers secure a larger share of 
the bridal gift business. Hardware deal- 
ers are offered free of charge full-color 
envelope stuffers with the dealer’s name 
and address imprinted on the front 
cover, full-color counter cards and en- 
larged window cards, publicity photo- 
graphs, newspaper tie-in ads and a 
Mother’s Day window streamer. More 
than 10,000,000 Toastmaster advertising 
messages will be published during the 
campaign. Full-color ads and black and 
white ads will appear in consumer pub- 
lications in May. Hardware dealers in- 
terested in securing the free material 
should write direct to the Toastmaster 
Products Division, McGraw Electric 
Company, Elgin, II. 





Household Gloves 


The Pioneer Rubber Co., Willard, 
Ohio, is offering a six months’ guaran- 
tee on its “Ebonettes” against damage 
due to deterioration from any house- 





hold liquid. These gloves may safely 
be used in naphtha, oils, greases, paint, 
caustics and cleaners. 


Fluorescent Window Lighting 


The show window “Flu-O-Flector” is 
a line of equipment designed specifically 
for use with fluorescent lamps. It is said 
to provide excellent light coverage for 
both deep type and shallow type win- 
dows; the double-duty feature is made 
possible by simple “turn-around” re- 
flector feature of the equipment which 
will produce light results as desired. 
The reflectors are made of genuine 
“Alzak” aluminum to provide maximum 
light “punch” and light output. Latest 
high power factor accessories with 
separate starter switches are included 
in this new equipment. Made for 18, 
24, 36 and 48-in. lamps and for two to 
five lamp rows deep. Stock sized units 
facilitate installation and application. 
Full information will be sent upon re- 
quest. The Edwin F. Guth Co., 2615 
Washington Ave., St. Louis, Mo. 


Self-Wringing Suction Mop 
Scrubs, mops, cleans floors and win- 

dows, washable walls. May be used as 

a dustless broom (damp-dry) or as a 





wax applier. Refill easily replaced at 
small cost. All metal parts are cadmium 
plated. Suggested retail selling price, 
$2.25. National Houseware Corp., 1170 
Broadway, New York City. 
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Tack Display Rack 


A new display rack of attractive and 
compact design is offered to the trade 
by the Atlas Tack Corp., Fairhaven, 
Mass. It is of all metal construction 





and holds sixty boxes of Atlas thumb 
tacks and decorative furniture nails 
which are packaged in boxes of the 
latest design, fitted with Cellophane | 
windows, and retailing at 10 cents. The | 
size of the rack is 16 in. at the base and 
1l.in. high. The rack and packaged 
product are furnished complete with 
an attractive sample display board show- 
ing a large line of Atlas thumb tacks | 
and decorative furniture nails in their 
true colors and exact sizes. The rack 
itself is loaned without charge by the 


manufacturer. 


New Stone Assortment 


Behr-Manning, Troy, N. Y., announces 
a new assortment, No. 598, of sharpen- | 
ing stones consisting of four each of 
three popular six-inch bench stones, | 
each said to be outstanding in its price 
class. The counter sales maker has 


beauty, as well as compactness and con- 
venience. Its display features are based 
on colorful arrangement of three con- 
trasting colors, gold, red and_ black. 
One each of the three stones stand out 
clearly on the front of the display it- 
self and each is Cellophane-wrapped to 
protect it from dust and dirt. The bal- 
ance of the stones are carried in the 
back of the display which is actually 
the dealer’s stock bin. Space occupied 
on the counter is about 10 square 
inches. Stones in the assortment include 
four Norton Crystolon Combination 
Stones; four of the natural Norton 
Washita oilstones, and also four Queer 
Creek Stones. This complete assortment 
of twelve costs the dealer $5.98 (slightly 
higher west of Denver). 





NORTON ABRASIVES © 


BENCH STONES 
FOR REAL CRAFTSMEN 
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G-E Sales -Builder 
Clock Assortment No. 3 
INCLUDES 
FOUR FAST-MOVING CLOCKS 


with Total Retail Value of $16.35 and 


3-PIECE DISPLAY FREE! 


49 





S@oDrc 
wv ORIEHED CLOCK cs 3 


ITS AGB ELECTRIC HE 5 REAL VALUES 


STYLED TO THE MINUTE? . i ALARM 
rinekp TO THE SECOND ! GENERAL @ execra ony 
eff soy Cloak 





HERE’S WHAT YOU GET! : 

Speed up your clock sales with this value-packed G-E SALES-BUILDER 
ASSORTMENT! Contains four live numbers—each one styled and priced 
to sell on sight—and a handsome 3-piece lithographed display FREE !—that 
comes as close as we know how to putting the clocks in your customers’ hands! 

Included in the Assortment are one each of the following models: 
Sergeant Alarm Clock, Brown, $2.95 retail; Garcon Kitchen Clock, Ivory, 
$3.50 retail; Corporal Alarm, Brown, $3.95 retail; Norse Alarm, Brown, 
$5.95 retail. Total retail value, $16.35. Your Cost, $10.49. Your Profit, 
$5.86! Better order now from your General Electric clock Wholesaler. 


General Electric Company, Appliance and Merchandise Dept., Bridgeport, Conn. 


GENERAL { ELECTRIC 
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WHY 
CUSTOMERS PREFER 


"Little Gi f “ 
SCREW PLATES 


Take this experience of a North 
Carolina blacksmith, who is a great. 
booster for “Little Giant” Screw 
Plates. He writes that he has used 
a No. 5 set for over 30 years and 
every tap and die is in good shape 
today. In all that time he had to 
replace only 3 worn dies. 
No wonder there are over a million 
“Little Giants” in daily use! Their 
lasting quality, plus accuracy and 
reliability makes them the most 
popular and fastest selling line on 
the market. Look over your stock 
of “Little Giant” Screw Plates 
today. 
GREENFIELD TAP & DIE CORP. 
Greenfield, Mass. 


Detroit Plant: 2102 West Fort St. 
Warehouses in New York, Chicago, Los Angeles 
and San Francisco 


In Canada: Greenfield Tap & Die Corp. of Canada, 
Ltd., Galt, Ont. 


GREENFIELD 
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Glove Displays 


A new natural-grained wood display 
fixture of Boss gloves is available. The 
display and three dozen gloves are 
packed in one container and cost the 


wereet 


€ 





dealer $6, and the sale of the three 
dozen gloves returns the full $6 in- 
vested. The company is continuing to 
pack 16 of its fast-selling numbers in 
the display containers introduced last 
year. These containers are supplied free 
with purchase of a few dozen gloves, 
the quantity depending on the type of 
glove, but never exceeding four dozen. 


The Boss Mfg. Co., Kewanee, Ill. 


Oil-Fired Boiler 
“Airtemp”—features low operating 
cost; insulated jacket to prevent heat 
loss; extra heating surface of boiler to 
insure quick, ample heat; large heat- 
ing surface directly’ over combustion 
chamber for efficient heat absorption; 
staggered fins to extract heat rapidly, 
thoroughly; straight vertical sections 
for speedy steam liberation; water sec- 
tions surround fire chamber; twin “Air- 





ow” oil burner; compact and easily in- 
stalled. Chrysler Corp., Airtemp Div., 
Dayton, Ohio. 


“Filter Queen” Vacuum 


Cleaner 

Uses no dust bag. Instead has a 
filter which takes care of the dirt. Fil- 
ter need only be replaced every 30 days. 
Metal container can be emptied without 
coming in contact with dirt. Container 
holds eight quarts of dirt before empty- 
ing and replacing filter. Has a patented, 
moth-proof hopper, sprayer and waxer 





and alco provides other services. Health- 
Mor Sanitation Systems, Inc., 203 N. 
Wabash Ave., Chicago, Ill. 


Combination Scraper-Knife 


This newly improved scraper-knife 
provides full use of the cutting edge for 
scraping. Can be used for heavy duty 





cutting on linoleum, rubber, cardboard, 
and other hard surfaces. Supplied with 
three extra single-edge blades. Sug- 
gested retail selling price, complete, 50 
cents. Conrad Razor Blade Co., Inc., 
47 36th St., Long Island City, N. Y. 
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National Hardware Open House 


= the date of our last issue 
we have received word from a 
few more hardware firms, telling us 
of their plans for participating in 
National Hardware Open House, 
April 25 to May 4. They are: 


Southwest Hardware Co., 
Los Angeles, Cal. 


L. G. Heyer, merchandise man- 
ager, advises: “We have enlarged 
our ‘House Keeping Digest’ to eight 
tabloid pages and in it are advertis- 
ing a great many of the manufac- 
turers’ Open House specials together 
with all promotional items which we 
have prepared, and of the type to 
attract women to the store. It is our 
opinion that the hardware store, as 
a whole, is looked upon as being a 
man’s store. We know, however, that 
women do a great deal of the buying 
or are instrumental in influencing the 
purchase of items especially those 
in housewares and that most hard- 
ware stores have a housewares de- 
partment today. In order for hard- 
ware stores to hold their places 
against encroachments of competi- 
tion, it is necessary for them to get 
and hold a greater proportion of 
women’s trade. So we have pre- 
pared our advertising with many 
items of interest to women, at 
money-saving prices, which - will 
give them a good reason for accept- 
ing the dealer’s invitation to visit 
his store during Open House. 

“We are urging dealers, in our 
talks to them, to advertise Open 
House by special window displays, 
and also inside the store, emphasiz- 
ing the variety and novelty of the 
different types of merchandise they 
may have to offer. Another feature 
of our advertising will be to call 
attention to the fact that the hard- 
ware store carries a great propor- 
tion of nationally advertised brands 
and that the average store has over 
50,000 items always on hand for its 
customer, that he does not buy goods 
primarily for price, but keeps 
quality always in mind.” 


American Wholesale 
Hardware Co., 
Long Beach, Cal. 


“We are offering to our retail 
dealers a complete plan for 1940 
Open House by supplying each of 
our salesmen with a portfolio con- 
taining descriptions of the merchan- 
dise and offerings of all of the par- 
ticipating manufacturers,” writes 
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Ben F. Larner, vice-president in 
charge of sales. “Also, in this port- 
folio we show a sample advertising 
kit, as is furnished by the N.R.H.A., 
plus our own selection of 16 items 
suitable to this locality and circu- 
lars furnished by the Tru-Test or- 
ganization, of which we are mem- 
bers. We feel this is the outstanding 
feature of our plan. 

“This circular is built around the 
theme of Open House, having sev- 
eral spaces on the front and back 
pages for dealers to advertise those 
items he chooses—especially Open 
House items. The center spread is 
devoted to Tru-Test specials.” 


The Brearley Co., 
Rockford, III. 


Suggests for Open House its deal 
No. H-40 consisting of three No. 300 
LE scales, a wire counter display 
stand, and one special display card. 


Open House scale deal. 


This model scale, illustrated, is 
offered to retail during Open House 
at the special low price of $3.69. It 
is equipped with the “Counselor 
Zerostat” control and “Twin-Flex” 
springs. 


Loyalty Messages 


To keep business at home and 
to attract rural trade to town, 
Waverly, lowa, merchants con- 
ducted a loyalty campaign in 
which 12 civic loyalty messages 
were printed on cards and placed 
in the windows of merchants, in- 
cluding hardware stores; a differ- 
ent card and message each week 


for 12 weeks. 
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The Complete Line—Many of the Nu- 
Art Shapes Furnished in Stainless 
Steel, Chromium, Brass, as Well as 
Alacrome (white metal.) 


NwART 


MOULDING & TRIM 
BINDINGS, EDGINGS, NOSINGS 


po 








for Walls, Tables, Counters, 
Kitchen Sinks, Floors, Stairs 


Complete with end caps, corners, etc., 
that save time and labor on installa- 
tion, 


Many Beautiful Shapes 
that Bend Without Cutting 


Itlustration at right shows one 
of the many Nu-Art shapes 
for sinks, tables, counters, etc. 
that bend to almost any 
radius without cutting. Nu- 
Art adds durability and beauty 
to linoleums, etc. wherever 
used. 


Pre-formed Kitchen Sink Frames 
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Perfectly formed, in any size, drilled and 
ready to set in place and screw down. Saves 
time and labor. No wasted material. Makes 
perfect job. Supplied for use with any type 
or thickness of material—any desired style 
of Nu-Art. 


— 





Nu-Art trim opens up al- 

_—7 most unlimited possibili- 

ties for sales and profits, 

especially at this time 

when use of white metal 
is growing rapidly. 


Write for Catalog 


Catalog showing the com- 
plete Nu-Art line — with 
many pictures showing sales 
ideas and new uses for white 
metal trim, together with 
complete information on 
helpful sales cooperation, 
furnished without obligation. 


MACKLANBURG-DUNCAN CO. 
OKLAHOMA CITY, OKLAHOMA 
hee he & ee te oe te he 
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ADVANCES 


Some butcher saws. Some cane knives. Some auto tires. 


Domestic cork lined wood faucets. 


Tarred, asphalt building felts. 





Saws—A revised price sheet 
was issued March 29 by E. C. Atkins 
& Co., Indianapolis, Ind., covering 
its general line. It is stated that the 
prices are chiefly a reprint of the 
January, 1939, schedule, with only 
minor changes appearing. Some 
items have been dropped and others 
have been added. Advances indicated 
are on butcher saws, Nos. 7, 16 and 
123, and cane knives Nos. 12 and 
18. There were reductions on lever 
cross-cut saw sets and on some 
butcher saw blades and narrow band 
saws. No changes appear in the 
major lines of hand saws and han- 
dles, cross-cut or wood saws, nor on 
trowels or scrapers. 


x* 


Copper water tubing, brass 
pipe—There has been a reduction 
in the price of copper water tubing 
and brass pipe of approximately 
71% per cent. Other brass and cop- 
per products were not affected. 


*% * x 


Outlet boxes—Leading mak- 
ers have reduced the prices of 4-in. 
octagon outlet boxes about 10 per 
cent. Prices on 4-in. square outlet 
boxes have been reduced approxi- 
mately 5 per cent. 


* * * 


Wide cotton duck—Prices on 
wide cotton duck were recently re- 
duced approximately 5 per cent. 
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Wood faucets—Leading do- 
mestic makers recently advanced 
prices of cork-lined wood faucets 
about 10 per cent. 


~ * * 


Plumbers’ candles—Prices on 
plumbers’ candles are now about 50 
per cent lower than those current 
last fall. 





ADVANCES 
EXPECTED 


Paint brushes. Cotton goods. 





{nnealed wire extras—Fol- 
lowing changes late in March on 
galvanized merchant wire, and on 
extras, further slight changes have 
been made by some members. The 
extra over base for the very heavy 
sizes, over 14 inch, to and including 
14 inch, are lowered 5 cents per 
100 Ibs. In these sizes, annealed 
(black) wire is now 20 cents over 





base, and galvanized wire is 45 
cents over base. 


* * * 


Stainless steel sheet extras— 
A new list of extras and deductions 
on stainless steel products dated 
April 1, 1940, has been issued to 
the trade, with several changes from 
the March 10, 1939, schedule. Com- 
bined gage and polishing extras on 
sheets in gages 8 to 17 have been 
advanced from $1.00 to $2.60 per 
100 Ibs., depending on the finish re- 
quired. Lighter gages are un- 
changed. Width extras on stainless 
sheets, in gages 8 to 21, and in 
widths from 58-in. to 66-in. and 
over, have been reduced from 
$1.00 to $4.00 per 100 lbs. A new 
table for high tensile extras on stain- 
less sheets and cold rolled strip 
has been set up, which shows new 
limitations in thicknesses and widths 
as well as a revision in extras. Also 
a new aircraft quality and magna- 
flux requirement extra of $1.50 per 
100 pounds on 4 to 6 per cent chro- 
mium stainless steels has been ap- 
pended. 

* 8 # 

Lead products—On April 1. 
leading producers lowered prices 15 
cents per 100 lbs. on sheet lead and 
lead pipe, in line with the lower pig 
lead market. No changes were made 
in the discounts on traps and bends 
or on roof flanges. 

* & # 

Fruit juice extractors—There 
has been a slight decline on some 
numbers of fruit juice extractors. 





DECLINES 


Some lever cross-cut saw sets. Some butcher saw blades. 
Some narrow band saws. Copper water tubing. Brass pipe. 
Some outlet boxes. Wide cotton duck. Sheet lead. Lead pipe. 
Some makes deadening felt. Some makes linoleum liner felt. 


Some mop heads. Some cameras. 


Some fruit juice extractors. 


One make of putty. Some die stocks. 
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Stoker sales — Fairbanks, 
Morse & Co., Chicago, IIl., expects 
to increase sales of its stokers this 
year 35 per cent over last year’s 
sales, H. L. Billsborough, manager 
of the stoker division, announced at 
a recent sales meeting of the com- 
pany’s sales representatives. About 
85 per cent of the sales are ex- 
pected to be made in the domestic 


field. 





PRICES 
REAFFIRMED 


Some snow shovels, furnace scoops, 
snow pushers. 





Automobile tires—New price 
schedules were announced recently 
by leading producers of automobile 
tires. The increases affect principally 
the prices of tires for trucks and 
higher priced passenger tires. New 
schedules will result in increases up 
to about 6 per cent in some con- 
sumer list prices. Most of the more 
popular sizes and types, however, 
will continue at the former list basis. 
Dealer discounts have been altered 
to give dealers who buy in quantity 
a somewhat better price than the 
smaller lot distributors. List prices 
for tires were reduced as much as 
121% per cent last November -by the 
industry in the face of increased 
raw material costs. 


* %*+ * 


Paint lines—Sales of paint 
makers and distributors are picking 
up seasonably, and in general are 
maintaining a moderate improve- 
ment over a year ago. The latest 
industry totals reported were for 
February, when total sales of paint, 
varnish, lacquer and fillers reported 
to the Bureau of the Census reached 
$25,535,522, compared with $24,- 
415,138 and $21,656,976 for Febru- 
ary, 1939, and February, 1938, re- 
spectively. There is little change in 
prices in paints and accessories, ex- 
cept that brushes are strong and 
trending upwards under the scarcity 
and high cost of imported bristles. 
One maker has announced slightly 
lower prices on putty. 


* + 


Building felts—Some makers 
have published new price lists, to be 
in effect May 1, with advances of 
about 5 cents per roll on tarred and 
asphalt felts. Roofing pitch, coal 
tar, roof cements, and coatings gen- 
erally are unchanged from last fall’s 
levels, but there are some slight ad- 
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justinents on roofing asphalt, de- 
pendent upon the shipping points. 
Deadening felt prices have been re- 
duced by some makers, the decline 
by some central western companies 
ranging 13 to 21 cents per roll, on 
the various weights. On linoleum 
liner felt, the same plants have re- 
duced quotations 25 to 47 cents per 
roll, according to the weight. 


* * * 


Die stocks—Effective April 1, 
prices were reduced by Toledo Pipe 
Threading Machine Co., Toledo, 
Ohio, on Nos. 101 and 102 Adjust- 
able bolt die stocks. On complete 
stocks, with dies and guide, retailers’ 
prices were reduced, No. 101 from 
$4.00 to $3.20 each, and No. 102 
from $4.70 to $4.00 each. These 
stocks, without dies or guides, were 
reduced respectively from $2.25 to 
$1.80 each, and from $2.75 to $2.45 
each. New prices are quoted also 
on extra guides and on sets of dies. 


* * * 


Tackle blocks—Some manu- 
facturers are revising list prices. 
Higher lists, with adjusted discounts, 
are expected to leave the net value 
of present prices essentially un- 


changed. 
*% * * 


Mop heads—cotton goods— 
Some manufacturers have announced 
reductions ranging from ¥% cent to 
1 cent per pound. These companies, 
however, hope for a strengthening 
in the market soon, which will jus- 
tify bringing the prices back to for- 
mer levels. Other cotton goods lines, 
in which the hardware stores are 
interested, have also been through a 
rather competitive and weak price 
period, but there is a growing sen- 
timent for firmness and market re- 


covery. 
% % % 


Cameras—Effective April 10, 
the Keystone R-8 motion picture 
projector has been reduced to 
$49.95 retail (previously $55.00). 
The D-64 projector has been dis- 
continued, and Keystone Mfg. Co.. 
Boston, Mass., has reduced its S-25 
slide projector from $29.95 to 
$27.50. 


*% * * 


Commodity prices—There are 
indications that the drop in commod- 
ity averages has about spent itself, 
and the sudden turn in the war news 
is almost certain insurance of 
strengthening markets. Actually, 
price averages have been holding 
surprisingly close to their 1938-1939 
“highs.” The Associated Press 
wholesale index, from a 1940 low 
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HARDWARE 


| HE line of builders’ hard- 
ware built to one high 
uniform standard of quality. 
The assortment of products 
is so extensive that all of the 
requirements of the trade are 
adequately met. 















































The finest materials used in 
construction are fashioned 
| into hardware which is both 
| modern in design and efh- 
cient in working simplicity. 
Send for the new National 
| catalog; yours for the asking. 


| The following are big sellers: 
Sliding Door 
Hangers 


Garage Door 
Hardware 


Door Latches 


Strap and Tee 
Hinges 




















| Screen Hardware 





| National Manufacturing Co. 
| * STERLING + + + ILLINOIS 
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Geoblon FLUE STODDENS 


MEAN bigger SALES 





And #3 Gems are balee— 


























@ Because of outstanding appearance 
— attractive pictures lithographed 
on metal. 

@ Because picture is permanently 
locked to the blarrk. 

@ Because of the famous Gem folding 
wire fasteners—secured to the blank 
by sockets raised from the metal of 
the blank itself; no assembling oper- 
ations or loose parts involved. 


Ask your Wholesaler for #3 Gems, 


or write us for reference. 


J. L. CLARK MANUFACTURING CO 


ROCKFORD ILLINOIS 





of 71.81 per cent (of 1926 as 100), 
stood at 72.27 per cent on April 8. 
The 1938 high average was 74.37 
per cent, and last year’s was 75.22 


per cent. 
* * * 


Wheat crop estimates—Pri- 
vate crop estimates of winter wheat 
production as of April 1 averaged 
428,000,000 bushels, compared with 
a final yield last year of 563,000,000 
bushels. The ten-year average end- 
ing 1937 was 560,000,000 bushels. 
The average-condition estimate April 
1 by private experts was 61 per cent 
of normal, and abandonment esti- 


mates averaged 25.75 per cent of 
seeded acreage. Present conditions 
point to a more than normal propor- 
tion of soft winter wheat and cor- 
responding deficiency of hard grain, 
since the wheat crop east of the 
Mississippi has had a fairly good 
supply of moisture, while in the 
southwest acreage has been in urg- 
ent need of moisture. 

* & 


Winter goods—Some factories 
issued prices April 1 on snow 
shovels, furnace scoops and snow 
pushers for next season. These show 
no changes from last fall’s figures, 








By ROBERT PILGRIM 


Copyright 1970 by Hardware Age 








A HEDGE! 


THE UNFINISHED WOOD CONTINUES TO 
LIVE AFTER BEING MADE INTO A FENCE, 
AND SOMETIMES RESEMBLES 
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BLADE? - 


CAN BE MADE FROM 





Ween 
POLICE IN 
PROVIDENCE, R.1., 
RECENTLY 
HELD A 
VACUUM 
CLEANER 
SALESMAN 
UNDER 
SUSPICION 
OF SELLING 
AT TOO LOW 
A PRICE, 
WHE WOUND UP 
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OFFICERS 


VACUUM CLEANERS, 
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*4 BETTER MOUSETRAR..” 


A MOUSETRAP WHICH AUTOMATICALLY 
RESETS ITSELF EVERY TIME IT CATCHES 
A MOUSE 1S AN INVENTION BY A KANSAS 
CITY INVENTOR. A REVOLVING DOOR PUSHES 
THE MICE BACK iN THE TRAP 70 

ACCOMODATE NEW VICTIMS. 


but there is no certainty that these 
prices will continue. Buyers have 
been cautioned to cover their re- 
quirements early, to avoid possible 
price increases after early quotas 
are sold. 


* * * 


Athletic, camp  supplies— 
Spring and summer athletic and 
camp equipment are now moving out 
at a considerably better rate than a 
year ago. The trend toward shorter 
working periods and more leisure 
for the general public is helping the 
demand for all “play” merchandise. 


* * * 


Future ordering—Despite the 
conservatism of current ordering, 
several fall lines are meeting with a 
very heavy pre-season demand. 
Among these, jobbers say that am- 
munition, and stove pipe and elbows 
have been best sellers, with prices 


very firm. 
* * * 


Heavy construction—Private 
engineering construction awards 
during the week ended April 3 to- 
taled $22,512,000, the second highest 
volume of the year to date. Private 
contracts were 60 per cent greater 
than the previous week, and 92 per 
cent larger than a year ago. Total 
engineering awards for the week 
were $55,837,000, a gain of 24 per 
cent over the week before, but 3 
per cent below a year ago because 
of a decline in public construction. 
Public contracts were slightly larger 
than the previous week, but 27 per 
cent smaller than the same week of 
1939. 


* + 


The spring pick-up—Distribu- 
tors of hardware have great hopes 
that April will be a more than nor- 
mally good selling month, to make 
up for a somewhat disappointing 
March. With the arrival of warmer 
weather, demand is increasing for 
fencing, farm and garden tools, 
grass seed, fertilizer, lawn mowers, 
and garden plows. Some manufac- 
turers are slow in making deliveries, 
and jobbers are having to order re- 
placements more liberally, to assure 
a supply for the season. Lawn fer- 
tilizers and small-size spreaders for 
home lawns are showing unusual 
sale, with, prices about the same as 
last season. Lawn seed is selling 
well in the medium and lower priced 
grades. The better mixes are scarce 
and expensive. Dealers who deferred 
ordering garden hose are beginning 
to call for shipments, and in some 
cases they report difficulty in secur- 
ing quick delivery. 
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$92? EXTRA 
INCOME per DAY can 
be YOURS Mr. Dealer! 


xe Records show many carpenters 

contractors—handymen — painters 
and decorators — homeowners and 
others are patronizing and paying 
hardware dealers as much as $9.22 
extra income per day because those 
dealers operate a sander rental de- 
partment. Think what that means 
every year! 


New Sunaina SPEED-O-LITE 
Takes in $3 to $5 per Day in Rentals Alone! 


One dealer reports $1978.40 in 
Sander Rentals plus extra sales of 
paint, varnish, sandpaper, brushes, 
tools and other supplies in one year 
directly due to his Speed-O-Lite 
sander rental service. Another dealer 
says sander rentals - brought 


25% Increased Finishing Supply Sales! 


Now—you can start to regain business 
that probably goes elsewhere. Let us 
PROVE the new streamlined Lincoin 
Speed-O-Lite supplies the link between 
substantial profits and ordinary sales. 
Write for your copy of the Lincoln 
Merchandising Plan toda 











STURDY 
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LIGHT-WEIGHT 
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FAST-CUTTING 
Easy Terms Let You Pay Out of Only a Part of Your Profits! 


CEmMC OCR CSC HEBETER 


rteoo.s M@ACHReeese YY Company. ia ct 
212 WEST GRAND AVENUE CHICACO ILLINOIS 
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World’s Manufacturer of the Most Complete Line of Floor Mal 








Just One Insertion | 


Sold This Hardware Store 





A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 







Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 






"The ad appearing in your Hardware . 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 








Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 
results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 
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Here’s 4 reasons why it means 


MORE PROFITS TO YOU 


a PROTECTION—Rogers offers 
you protection by exclusively 
selling through the hardware 

trade and not selling to chain 
stores, group buyers, or mail order 
houses. 


PRICE Ro ers offers you 
severa Seale deals assuring 
you of full profits so you can 
compete with chain stares, 
group buyers, etc., by offering a 
superior product at the same price 





DEMAND Rogers sells for 
with national advertising 
n Po; Mechanics, Popular 
Science, Home Craftsman, etc., 
reaching over a mil- 
lion consumers 
monthly. 


QUALITY— Rogers Glue is 

made only from select fish skins 

insuring clarity and uniformity 

. . alse produces greater 

strength (3800 pounds shearing 
strength per square inch). 







FREE—Phone or write : 
your jobber for free & 
oods offers . . ask hi 

lor a free display unit— 

To ey | Rogers Glue 

**LET GLUEKY DOIT"® is to sell Rogers Glue. 4 $a] 


OGERS 


a LIQUID FISHGLUE FF 


ROGERS - GLOUCESTER, MASS. 















EVERY ) Craft Corer 


he SHOULD HAVE THIS TOOL 


EXTRA SMALL SOLDERING IRON 


——_— 


The smallest practical soldering iron ever designed 
for work in close quarters. No. 400 is only 9 inches 
overall, 8 oz. in weight, 60-watt element, 4” tip 
with baffle plates to keep handle cool. 

Put it in your display of home craft tools and watch 
your customers pick it up—and buy it—on sight. 


EXTRA HOT SOLDERING IRON 


—a—Hnn— 


This No. 325—Special, 125-watt iron with %” tip, is 
ideal for fast soldering work. Fully nickel plated, it 
has baffle plates to keep the handle cool. 

Both irons come with “Magic 
Cup” soldering stand—a twist 


eo #00; of the tip in the “Magic Cup” 
ae® yn 18 and all oxide disappears. Ask 
ger prrne”. g0- ‘ : 
we wrt 2° your jobber for gr infor- 
sora? gor e mation or write us direct. 
We 


DRAKE ELECTRIC WORKS, INC. 


3656 LINCOLN AVE. CHICAGO, ILL. 
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MIAMI- CASCADE. 


Chrome Plated Accessories 











Every housewife can use more towel bars. 


Handy to the lavatory and kitchen sink . . . 
the No. 7025 towel bar illustrated above can 


a 


be attached to any cast iron lavatory or sink 
in three minutes and can be quickly moved 
to different locations without the use of 


tools. 


Thirty-one different Cascade 


Accessories; 


chrome plated; recessed and _ projection 
types. Ask your jobber or write Dept. HA. : 








MIAMI CABINET DIVISION \e 
The Philip Carey Company . MIDDLETOWN, OHIO © 









Tie in 


with the 





MOSSBERG’S 


national RIFLE NAME CONTEST 


[% advertisements appearing in outdoor, farm 

and general magazines we are asking the 
shooters of America—your customers—to select 
a name for three great new .22 calibre rifles 
we're bringing out this year. And we’re sug- 


$250.00 


CASH PRIZES 


gesting that they examine these new rifles (now called ““M” Models) at their 
dealers’ stores—thus bringing thousands of potential customers into retail 
establishments—our contribution to 





You can help yourself and “Open 
House” by displaying the rifles, by 
talking up the contest and by using the 
display material packed with each rifle. 


O. F. MOSSBERG 
and SONS, Inc. 


1604 St. John St. 
New Haven, Conn. 
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One of the 3 new ‘‘M” Models 






-22 cal. 7-Shot Clip 
Repeater— Model 42M 
$13.95" 

* Slightly higher west of Rockies 





NATIONAL HARDWARE OPEN HOUSE 


pa enecen----- PLEASE PRINT ------------ ; 
| Please send me the new 1940 Mossberg : 
{| Catalog and information regarding Moss- } 
: berg Rifle Name Contest. : 
P PDER.. tic thaeaday ecenieats Cuabedeeewei : 
' ' 
§ STREET  ....... sss cceccccccvercccssceere ° 
POE fe silancns cagvawanees STATH.......+ : 
' ' 
! My firearms distributor is : 








Letters to the Editor 


(Continued from page 57) 


he knows which are stocking items 
simply because the public has proven 
by purchasing them that it is con- 
venient to buy those products where 
they are sold. 

Where we are faced with this type 
of competition we most assuredly 
should track it down and analyze 
why the public is buying as they 
are. Is it price, convenience, assort- 
ment or any one of the several thou- 
sand other reasons for which people 
do things? After we have discovered 
what we think may be the reason we 
should take immediate steps to give 
our business the same advantages as 
the other fellow’s. The foregoing is 
very true and perhaps a bit trite, but 
why should we wait for the other 
fellow to show us how to do our 
business and then call him all kinds 
of uncomplimentary names for show- 
ing us? There are hundreds of lines 
that are “naturals” for the hardware 
store, things that people either con- 
sciously or unconsciously expect to 
find there, so let’s get up on the band 
wagon in front of the parade and 
leave the cleaning up after the 
parade is over to men who seem to 
like that sort of thing. 

There are hundreds of lines which 
can be profitably sold by hardware 
stores. Reading the advertisements 
in the trade papers will suggest new 
ones with each issue, and the state 
association secretaries will be 
pleased to tell you of lines other 
dealers are selling successfully. 
However, a few suggestions follow: 
housewares, paint, table and major 
electrical appliances, oil, gas and 
electric ranges, packaged shrubs and 
bushes, light machinery, portable 
electric tools, ski equipment and 
sporting goods, cameras and pho- 
tography supplies, floor and table 
lamps, beach and lawn furniture, un- 
finished furniture, milk coolers and 
dairy equipment, venetian blinds 
and drapery fixtures and many 
others. These are all lines which a 
customer may well buy in a _ hard- 
ware store and also which most hard- 
ware men can do a real selling job 
on. 

Most of us have found in these 
last 10 years that just selling hard- 
ware is not the profitable thing it 
was. Most of the money makers have 
gone into lines such as those sug- 
gested above so there must be merit 
to this idea, so let’s all follow the 
leaders. 

Sypney H. ATKINSON, 
R. J. Atkinson, Inc., 
Brooklyn, N. Y. 
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Aw half an hour 


has elapsed since the completion 
of dinner and the Jackson family 
is relaxing in the living room. 
Mrs. Jackson is seated by a floor 
lamp and is reading a magazine. 
Raymond, the oldest son, is also 
reading, while John, the youngest 
son, is checking up on some tele- 
phone numbers. Peace and quiet 
reign. Suddenly Mr. Jackson, Sr. 
enters the room and starts rum- 
maging through the magazines 
which are piled on one of the 
tables. 

MR. JACKSON: What’s hap- 
pened to my HarpwareE AcE? It 
was the lastest issue of 
April 4. 

MRS. JACKSON: Ym reading 
it. 

MR. JACKSON: Maybe you'd 
like to borrow my cigar, too. 

MRS. JACKSON: No, I don’t 
want that thing, but I am in- 
terested in what I’m reading. 

MR. JACKSON: What’s so in- 
teresting in what you’re reading? 
That’s a business paper. You 
won't find and recipes or patterns 
there. 

MRS. JACKSON: Well, I’m 
reading this guest editorial by K. 
W. Atkins about “An Outsider’s 
Viewpoint.” It gives one a pretty 
good idea of what your hardware 
business is all about and I’d sug- 
gest that you read it when I get 
through with it. Then I’ve read 


one, 
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another article about the Hutchin- 
son Hardware Co. and how they 
moved the articles that appeal to 
women up a floor and how sales 
increased after they did it. That 
firm understands feminine psy- 
chology. When we’re shopping for 
things that interest we don’t want 
to be all mixed up with things 
that don’t interest us. 

MR. JACKSON: Well, I'll have 
to admit that the idea is a good 
one and I’m glad to hear you say 
it. I’ve been thinking that it’s 
about time we separated the lines 
that appeal to women from those 
that attract the men. I suppose 
you've read that article about the 
G. M. Williams Co. of New Lon- 
don, Conn., too. 

MRS. JACKSON: Yes, 1 have. 
And I certainly think that they’re 
on the right track too. Look at 
the pictures in that article. They 
show you what that firm has done 
and what a first class, modern 
store they have. 

JOHN: Say Pop, did you read 
that article in HARDWARE ACE 
about the firm that sold 2500 guns 
in three years. Some guns they 
had too! 

MR. JACKSON: Looks as 
though every member of this fam- 
ily has had a look at that maga- 
zine. Well, I’ve just had a brief 
look at it myself. I read one in- 
teresting article about hardware 
sales going up 7 per cent in 1939. 


Then there was another one on 
“A Message to Business” that hit 
me just about right. 

RAYMOND: Did you see that 
two-page spread about spring dis- 
play ideas? It gave six mighty at- 
tractive suggestions for attracting 
attention to the store. Think Ill 
get busy on a couple of them and 
try them out. Trouble is in this 
town that everyone displays their 
merchandise in about the same 
way. Try something new once in 
a while and I’m willing to bet 
you'd get some real results. 

MR. JACKSON: Im glad to 
hear you say that, Ray. And 
what’s more I'll be glad to help 
you out with those display stunts. 
I happened to see those pages and 
I’m inclined to think that we'll be 
able to use one or more of those 
ideas. The best of that sort of 
thing is that when you’ve used a 
display for paints or tools it sug- 
gests an idea you can use for 
sporting goods or housewares. 
One stunt always paves the way 
for another. 

RAYMOND: Say Dad, did you 
read that article about Schlafer’s, 
Inc., of Appleton, Wis., and the 
way they handle direct mail. That 
firm gets’after newcomers to the 
town and newlyweds and they get 
the business from them. They esti- 
mate that it only costs them four 
cents a person in sending out their 
direct mail material. And _ it’s 
mighty good-looking and interest- 
ing too. 

MR. JACKSON: No, Ray, I 
haven’t read it but I’m going to 
read it mighty soon. Frances, 
when do I get that issue of Harp- 
WARE AGE? 

MRS. JACKSON: Well, you’ve 
been extremely patient and I'll 
turn it over to you right now. I’m 
going to the movies. 

Mrs. Jackson leaves the room 
and Mr. Jackson sinks into her 
chair with a contented sigh as he 
starts to turn the pages. 


—G.M.S. 
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SUMMARY OF PRINCIPAL GENERAL RETAIL SALES TAX AND CHAIN STORE LICENSING STATUTES* 


Prepared by H. P. Warhurst, Distribution Cost Section, Marketing Research Division, Bureau of Foreign and Domestic Commerce 





State Type of Tax Rate of Tax 


Alabama Retail Sales 2% gross sales 
Progressive licensing $1-$112.50 per store 
Arizona Retail Sales 2% gross sales 


Arkansas Retail Sales 2% gross sales 


3°% gross sales 
(food excepted) 


California Retail Sales 


Colorado Retai! Sales 2% gross sales 


Progressive licensing 2.00-$300 per store 


Florida Retail Sales 19% of gross receipts 
Progressive licensing $10-$400 per store 


Georgia Progressive licensing $2-$8,000 per store 
Idaho Progressive licensing $5-$500 per store 
Illinois Retail Sales 3% of gross receipts 


Indiana Gross income (from 1% of gross income 
retail sales) 
Progressive licensing $3-$150 per store 
Iowa Retail Sales 2°; of gross receipts 
Progressive licensing $%5-$155 per store 
Kansas Retail Sales 2% of gross receipts 


Progressive licensing $25-$200 per chain 
store 


Kentucky 


Louisiana Retail Sales 1‘; of gross sales 
Progressive licensing $10-$550 per store 


Maryland Progressive licensing $5-$150 per store 


Michigan Retail Sales 3°) of gross sales 
Progressive licensing $10-$250 per store 
Minnesota Progressive licensing $10-$1,200 per store 
Mississippi Retail Sales 2° of gross income 
Progressive licensing $3-$300 per store 
Missouri Retail Sales 2% of receipts 


Montana Progressive licensing $5-$200 per store 


2° of gross receipts 


New Mexico Retail! Sales 


NorthCarolina Retail Sales 3% of retail sales 


Progressive licensing $65-$250 per chain 
store 
North Dakota Retail Sales 2% of gross receipts 
Ohio Retail Sales 3% of retail sales 
(food excepted) 
Oklahoma Retail Sales 2% of gross proceeds 


South Carolina Progressive licensing $5-$150 per store 
South Dakota Retail Sales 3% of gross receipts 


Progressive licensing $1-$150 per store 


Tennessee Floor space $3 per 100 sq. ft. 


Period of Operation 


3/1/1939-Indef. 
1/1/1936-Indef. 
5/1/1935-Indef. 
2/26/1937-Indef. 


7/1/1935-Indef. 
3/1/1935-Indef. 


1/1/1935-Indef. 


7/1/1935—Indef. 
7/1/1935—Indef. 


7/1/1937-Indef. 


7/1/1933-Indef. 


1/31/1939—(rate be- 
comes 2% 7/1/1941) 


5/1/1933-Indef. 
1/1/1934~Indef 


4/1/1937-Indef. 
7/1/1935—Indef 
6/1/1937-Indef. 


27/1940-Indef. 


7/1/1938—Indef. 
1/1/1935-Indef. 
6/1/1933-—Indef. 


7/1/1933-Indef 
7/17/1933-—Indef. 


Registration 
Administrative Body Requirements 
State Dept. of Revenue Annual Regis- 
tration 
State Dept. of Revenue 50¢ filing fee 


State Tax Commission $1 annual license 


State Commissioner of 
Revenue 


State Board of Equali- $1 registration 
zation 


2.50 annual 
license 
50¢ filing fee 


State Treasurer 
State Treasurer 


State Comptroller 
State Comptroller 


State Revenue Commis- 
sion 


State Tax Commission 


State Dept. of Finance Registration 


State Dept. of Treasury 


State Board of Tax 
Commissioners 


State Tax Commission 50¢ registration 
State Tax Commission 


State Commissioner of Registration 
Revenue and Taxation 


State Tax Commission 


Collector of Revenue Registration 


Collector of Revenue 


Clerks of the Circuit 
Courts 

State Board of Tax $1 annual license 
Administration 

Secretary of State 


7/24/1937-12/31/1940 Department of Taxation 


3/1/1934-Indef. 
3/26/1936-—Indef. 


6/8/1937-12/31/1941 


3/11/1939-Indef. 


6/30/1935-Indef. 


7/1/1939-—Indef. 


6/1/1939-Indef. 


5/1/1937-6/30/1941 


2/28/1939-—Indef. 


6/1/1939-6/30/1941 


4/5/1930-Indef. 
7/1/1935—Indef. 
7/1/1939-Indef. 


6/1/1937-Indef. 


Texas Progressive licensing $1-$750 per store 1/13/1936—Indef. 
Utah Retail Sales 2% of purchase price 5/31/1933-Indef. 
Washington Retail Occupation Tax %°% of grossproceeds 3/21/1939-Indef. 
Retail sales 2% of retail sales 3/21/1939-—Indef 
West Virginia Gross Income 16% of gross income 3/11/1937-Indef. 
Retail Sales 2°; of retail sales 2/13/1937-Indef. 
Progressive licensing $2-$250 per store 6/15/1933-—Indef. 
Wyoming Retail Sales 2°. of retail sales 4/1/1937-—Indef 


State Tax Commission $1 registration 
State Tax Commission 
State Auditor 


State Board of Equali- 
zation 


State Bureau of Revenue $1 registration 


Commissioner of Revenue $1 annual license 


Commissioner of Revenue 
State Tax Commissioner 50¢ registration 
State Tax Commissioner $1 registration 


State Tax Commissioner Registration 
State Tax Commission 


State Director of Tax- 50¢ registration 
ation 

State Director of Tax- 
ation 


Commissioner of Finance 
and Taxation 


Comptroller of Public 50¢ filing fee 


Accounts 
State Tax Commission 2 annual license 


State Tax Commission $1 registration 


State Tax Commission 


State Tax Commission 
State Tax Commission 


State Tax Commissioner 5Ué filing fee 


State Board of Equali- $2 registration 
zation 


*As of January 1, 1940, with current corrections reported prior to January 29. Municipal levies not inctuded. 


Retailer Collection ‘of 
Tax From Consumer 


Provided by law; Tokens 
(aided by use tax) 
Optional; Tokens 


Required by law; Tokens 
(aided by use tax) 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Tokens 
(aided by use tax) 


Optional; Schedules 


Optional 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Tokens 
(aided by use tax) 


Optional; Schedules 
(aided by use tax) 


Required by law; Tokens 
(aided by use tax) 


Required by law; Tokens 


Optional; Tokens 
(aided by use tax) 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Sched- 
ules (aided by use tax) 


Required by law; Tokens 
(aided by use tax) 


Optional; Schedules 
(aided by use tax) 


Required by law; Tokens 
(aided by use tax) 


Prohibited by !aw 
Required by law; Tokens 
(aided by use tax) 


Required by law; 
Schedules 


Required by law; Sched- 
ules (aided by use tax) 
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Alabama, The Retail Hardware As- 
sociation of, convention and exhibit, 
May 14-16, 1940, at the Tutwiler Hotel, 


Birmingham, Ala. J. H. Crowe, 410 
N. 2lst St., Birmingham, is association 
secretary. 


Associated Pot and Kettle Clubs 
of America, annual convention, June 
28-29, 1940, at Lake Crescent, Wash. 


Carolinas, Hardware Assn. of, June 
11-13, at the Francis Marion Hotel, 
Charleston, S. C. A. R. Craig, 407-11 
Commercial Bank Building, Charlotte, 
N. C., is secretary-treasurer. 


Central States Hardware Club, 
second annual golf meet and dinner, 
June 14, 1940, at the Olympia Fields 
Country Club, Chicago. Ben Leve, 
3630 S. Iron St., Chicago, Ill., is secre- 
tary-treasurer of the club. 


Cooking and Heating Appliance 
Mfrs., Institute of, 1940 summer 
stove convention, June 13 and 14 at 
the Netherland Plaza Hotel, Cincinnati, 
Ohio. 

Georgia Retail Hardware Associa- 
tion, annual convention, Atlanta, May 
14-15, 1940. Robert K. Boswell, Box 
977, Atlanta, is association secretary. 


Eastern Hardware Golf Assn's 
annual golf tournament, June 6 to 8, 
1940, at the Cavalier Hotel, Virginia 
Beach, Va. H. L. Gilliam, The Wood 
Shovel & Tool Co., 9 Rockefeller Plaza, 
New York City, is secretary-treasurer. 


Louisiana Retail Hardware and Im- 
plement Association, June 20-21, 1940, 
at the Hotel Bentley, Alexandria, La. 
David O. Mansfield, Alexandria, is as- 


sociation secretary. 


Mississippi Retail Hardware and 
Implement Association convention, June 
10-11, 1940, at the Markham Hotel, 
Gulfport, Miss. David O. Mansfield, 
P. O. Box 1696, Jackson, Miss., is as- 
sociation secretary. 

National Contract Hardware Assn. 
will meet in Chicago, IIl., Sept. 24-26, 
1940. 

National Retail Hardware Asso- 


ciation, 4lst annual Congress, July 15 
to 18, 1940, at the Hotel New Yorker, 
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Coming Conventions 


and Events 


Corrected each issue 


according to latest data 


New York, New York. Rivers Peterson 
is managing director of the association 
with headquarters at 915-935 Security 
Trust Bldg., Indianapolis, Ind. 

National Washer-Ironer Week, 
Oct. 19-26, 1940, sponsored by the 
American Washer and Ironer Mfrs. 
Association, Chicago, IIl. 

Texas Wholesale Hardware Asso- 
ciation, annual convention June 21 and 
22, 1940, at Galveston, Texas. 

Triple Mill Supply Convention 
April 22-24, 1940, at the Adolphus 
Hotel, Dallas, Tex., comprising the 
Southern Supply & Machinery Distrib- 
utors’ Association, secretary, Alvin M. 
Smith, Smith-Courtney Co., Richmond, 
Va.; National Supply & Machinery Dis- 
tributors’ Association, secretary, H. R. 
Rinehart, 505 Arch St., Philadelphia, 
Pa., and the American Supply & Ma- 
chinery Manufacturers’ Association, sec- 
retary, R. Kennedy Hanson, 1108 Clark 
Bldg., Pittsburgh, Pa. 


75 Years in Business 
(Continued from page 78) 


a major share of the firm’s profits 
were expended in helping finance 
many of these new firms. And in 
addition, the company’s members 
purchased large interests in real 
estate both in the city and surround- 
ing country. 

Today, Lorick & Lowrance oc- 
cupies a three-story building and 
basement in the 1500 block of 
Columbia’s Main Street, with large 
warehouses and a naval stores’ yard. 
In addition to general hardware, 
among its lines, the company han- 
dles agricultural supplies, builders’ 
hardware, plumbing, roofing and 
mill supplies, glass, paints and oil. 

The present officers are: Lee A. 
Lorick, president and treasurer, and 
M. C. Lorick, vice-president and 
secretary. Associated with them are 
James Macdonald, Robert G. Hooks, 
Frank J. Dutton, L. H. Childs, and 
M. C. York. 












A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire 









One man can stretch the wire with 
this implement and nail it to the 
post without assistance. The 3- 
foot wooden handle or lever is 
fitted with sturdy malleable iron 
pincers with Serrated Steel Grips 
warranted not to slip. The— 


TOWNSEND 
WIRE STRETCHER 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large 
shipping boxes, crates and 
bales. Send for Folder 
and Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 











NATIONAL 
HARDWARE 


Quon 


APRIL 25-MAY4 


* * 
D wc ure coornatns 














There’s a Mine 
of Information 


vitally-important 
facts, live merchan- 
dising ideas and 
sales-producing 
methods in HARD- 
WARE AGE. Make 
it a habit to read 
your business paper 
regularly and thor- 
oughly. 
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/ sites Phasing UN HWEA 
‘ew Daisy Waterers 
for HOGS and POULTRY 
ALSO SHAW and DAISY 
CALE WEAWNERS 
BEST FOR 25 YEARS 
Write for FREE Circular Mfrd By 
QUINN WIRE & IRON WORKS 


BOONE, IOWA. USA 





PRIEST'S CLIPPERS 


A Complete 
Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. co. 


ASHUA, N. 














DENISTON 
“Leed seat’ NAILS 


Drive Screw Shank gives powerful 
grip. Lead under the head and down 
the shank plugs hole around the nail 
to form weather-proof lead seal. Nail, 
lead and sheet solidly locked together 
by “bump” . Send for samples. 


The DENISTON Co. “sez2s° 


STOCK THIS QUICK 
=R= 
KILLS-RATS-ONLY 


Fast selling Rat killer—Not a poison—harmless to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stores big outlet Powder (for Farms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
dealers write for prices. K-R-O Company, Spring- 
fleld, Ohio. 


TATE 


Line of Fast Sellers 
Picture Hangers, Coil Wire, Cup 
Hooks, Master Keys, Drapery 
Hooks, Mirror Clips, Mop Heads, 
ete. 

Send for Circulars and Prices 
E. H. TATE CO., Boston, Mass., U.S.A. 


Sales Offices also in: 
Chicago New York 

















Los Angeles 








IF YOU NEED “SRISPERS”, 


rubber ice cube trays, or other re- 
frigeration ‘‘accessories"’, select them 
from our big catalog — free on re- 
quest. Our prices will save you 
money. 
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The ““WHO MAKES IT ?”’ issue of HARDWARE AGE 


enables you to quickly locate sources of supply and helps 


you answer many questions 


regarding brand names, 


products, etc. 


Asbury Park, N. J.: Who makes 
imitation tree trunk ‘rubbish burn- 
ers? Lewis Lumber Co. 


ANSWER: A. M. Goldsmith, Inc., 


Grand Central Terminal, New York, 


a Bs 


Greenville, Mich.: Who makes the 
Hold-E-Zee screw drivers? Green- 
ville Hdwe. Co. 


ANSWER: Upson Bros., Inc., 
Rochester, N. Y. 


Plainfield, N. J.: Who makes the 
Bilt-Rite baby carriages? A. M. 
Griffen Hdwe. Co., Inc. 


ANSWER: Bilt-Rite Baby Car- 
riage Co., 1053 Metropolitan Ave., 
Brooklyn, N. Y. 


North Manchester, Ind.: Who 
makes Cap-O-Lite used for soda 
fountain and counter tops? Frantz 
Lumber Company. 


ANSWER: Cap-O-Lite Co., 
Thomas & Irwin Sts., Muskegon, 
Mich. 


Paterson, N. J.: Please furnish 
the address of E. G. Emmons, manu- 
facturer of scythe stones and rifles? 
J. T. Doremus Co., Inc. 


ANSWER: Lake Side, Conn. 


Scranton, Pa.: Who makes the 
Sargent cast iron ventilators for 
brick walls? Snee & Sunday Co. 


ANSWER: Sargent Bldg. Spe- 
cialties Co., 16 Warren St., New 
York, N. Y. 
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Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 
dered by the “Who Makes It?” issue. When writing to the firms 
mentioned, state that you secured your information from the 


HARDWARE AGE Directory Number. 


White Plains, N. Y.: Who makes 
the Rub Whisk rubber whisk broom? 
Fowler & Sellar Co. 


ANSWER: J. Weil Associates, 30 
Rockefeller Plaza, New York, N. Y. 


Lewisburg, Pa.: Who makes the 
Slice-A-Slice bread slicer? 


burg Hdwe. Co. 


Lewis- 


ANSWER: Aldon Products, Dun- 
cannon, Pa. 


New Britain, Conn.: Who makes 
the Hunken wallpaper? Kolodney 
Bros. Hdwe. Co. 


ANSWER: Geo. J. Hunken Co., 
Inc., 87-35th St., Brooklyn, N. Y. 


Manchester, N. H.: Who makes 
an electric paint remover? J. J. 


Moreau & Son. 
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ANSWER: Dumore 
Co., 149 Church St.. New York, 
NM. i. 


* * * 


Staten Island, N. Y.: Who makes 
the outdoor golf Swing Test device? 
Reiman’s Hdwe. 

ANSWER: Pane Rohland, Inc., 
215 W. Park St., Providence, R. I. 


* * *% 


Reno, Nev.: Who makes the E Z 
UP Garage doors? Commercial 
Hdwe. Co. 

ANSWER: Roach & Musser Co.., 
Muscatine, Iowa. 


* *% * 


Branford, Conn.: Who makes win- 
dow seats for use in cleaning win- 
dows? Collins & Freeman, Inc. 


ANSWER: Sil Seat Mfg. Co., 6408 
Euclid Ave., Cleveland, Ohio. Geo. 
Lange, 16 Durham Place, Brooklyn, 
N.Y. 


Appliance 


Red Devil, 
for QUALITY 


No. 024 


-——____{/ ReoOe vit : 
al 


RED DEVIL PLATED GLASS CUTTERS 
New standard handles on all modern-line models 
perfect finger rest. Heavily plated — cutters literally 
glide along the rule. Long-life wheel, hard bronze 
axle. Pregreased. Rust proof. 


DIAMOND 
POINT DRIVER 


Automatic. Drives points 
at machine gun speed 
into hardest wood—from 
any angle. Holds clip of 
100 Diamond points. 
Makes glazing easy. 


















DIAMOND POINTS 
Madein %" and 4" lengths, 
100 to a stick. Will not 
corrode. Can be driven in- 
to hardest wood without 
bending. Best made for 
sash, frames or mirrors. 








TRIANGLE POINTS 


Made of pure zinc and zinc 
coated in 6 sizes. Handy 
packages of 2 oz. to 1 Ib. 
with free driving tool. 





WALL SCRAPERS 
PUTTY KNIVES 
WOOD SCRAPERS 


Best in performance be- 
cause they are best in 
quality. 









Send for Catalog 


LANDON P. SMITH, inc. 


IRVINGTON, N. J. 








Chaness 


New products and new 
trade names are constantly 
being added to the listings 
for the next Directory 
Number of HARDWARE 
AGE. 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


239 West 39th St., New York City 


© 
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Chassithied Opportunitien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  _Chanrified Adwentining Rater | 








Help Wanted. A ts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $3.00 
All capitals, maximum, 50 words.... 4.00 
Each additional word......... .06 


Positions Wanted 
(Special b masa set solid, maximum, 
SP MN Setadddssdcnccaneseerec .50 
Each additional word .............. -01 
Allow Seven Werds for Keyed Address or Y our Address 


BOXED DISPLAY RATES 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept 











Oe ae 239 West 39th St, New York City 
[ Posttiows Wanted ||| Positions Wanted ||| Positions Wanted | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





PURCHASING AGENT OR ASSISTANT. 
14 years’ experience with industrial company pur- 
chasing factory supplies, and materials for the 
manufacturing of machinery. Have a _ thorough 
knowledge of purchasing department methods. 
Address Box D-919, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 








EXPERIENCED PAINT BRUSH SALES. 
MAN FOR New England desires to make contact 
with paint brush manufacturer. I have an ex- 
cellent following among whom are the largest 
retail chains and jobbers. Successful sales recora 
on paint brushes. Commission basis. Address 
Box D-934, care of Harpware Ace, 239 W. 39th 
Se. BH. VW. Coty. 


WINDOW TRIMMER, EXPERIENCED 
HARDWARE SALESMAN having had over 
fifteen years’ retail experience, know how to meet 
people, very active, not afraid of work; appearance 
and habits irreproachable. Keep stock and store 
displays in A-1 condition. Interview desired. 
Address Box D-928, care of Harpware Acre, 239 
W. 39th St., N. Y. City. 

SALESMAN, TWELVE YEARS COVER- 
ING THE hardware, building and sporting goods 
trade of southern New York State, desires posi- 
tien with manufacturer, or specialty man for job- 
ber. Have also sold bicycles and motorcycles, 
in Central and Southwestern States. Single, ref- 
erences; go most anywhere. Address Box D-903, 
— of Harpware Ace, 239 W. 39th St., N. Y. 

ity 





TRAFFIC AND EXPORT MAN, 30 YRS., 
aggressive, pleasant personality; heavy diversi- 
fied experience in above positions, thorough 
knowledge of domestic and foreign shipping. Rail 
and ocean ladings, trucking, warehousing: heavy 
experience in export orders, sales follow-up, 
large volumes. Satisfactory service resulting in 
future good will. Locate anywhere. Address 
Box D-897, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 

PURCHASING AGENT, 7 YEARS’ EX. 
PERIENCE with 3 large wholesale hardware 
concerns, 3 years’ experience in the manufacture 
of tinware, electrical appliances and equipment, 
gears and other mechanical equipment. Familiar 
with motor rewinding and factory maintenance, 
also construction. Private school graduate, some 
business schooling. Position wanted with future. 
Age 31. Address Box D-840, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 











MAY I SERVE YOU? Would your business 
profit by the services of a young man with na- 
tional chain store training in sales promotion, 
modern merchandising, store arrangement and 
display? Address Box D-927, care of Harpwarr 
Acer, 239 W. 39th St., N. we City. 


YOUNG MAN, AGE 30, WITH 16 years’ ex- 
perience in retail hardware and paint line desires 
position with firm, preferably in New Jersey, 
where there is a definite opportunity for advance- 
ment. Now employed. Address Box D-918, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


27 YEARS’ EXPERIENCE IN RETAIL 
HARDWARE, housefurnishings and paints. Have 
been managing and buying for the last 20 years; 
also familiar with office routine. Thorough knowl- 
edge of builders’ hardware. Location—New 
Jersey. Best of references. Address—C. Royal 
Margeson, 14 Wakefield Place, Caldwell, N. J. 





MANUFACTURER'S REPRESENTATIVE 
DESIRES A LINE for the Metropolitan area. 
Call on large retail hardware stores and lumber 
yards. Have a large desirable following and 
trade acquaintance. Young, experienced, and re- 
liable. Best of references. Address Box D-932, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 

SALESMAN, WELL KNOWN TO THE 
hardware, department store and automotive job- 
bing trade in New England desires connection 
with well-rated manufacturer who wants 100% 
representation. References, and financial status 
gladly forwarded to those interested. Address 
Box D-940, care of Harpware Ace, 239 W. 
3%h St., N. Y. City. 


STORE OR DEPARTMENT MANAGER— 
six years in charge of hardware, housewares, 
building materials, farm equipment, electrical and 
other “hard line” departments of leading Nationa, 
Chain Store Organization. Thoroughly experiencea 
in modern merchandising and sales promotion 
methods, buying control, store arrangement and 
display. Location no object. Age 36. Address 
Box D-917, care of Harpware Ace, 239 W. 39th 
St, @. F. Cope 

FOR MANUFACTURERS ONLY—LIVE 
WIRE salesman with dealer and jobber contacts 
with hardware, glass, paint, lumber, showcase 
and refrigerator trades in metropolitan New York, 
Connecticut, Rhode Island, Massachusetts would 
like to represent a reliable manufacturer in the 
above territory. Capable of directing sales, willing 
to do missionary work. Last connection 8 years; 
took line from scratch and put it in the most 
outstanding jobbers in the above mentioned terri- 
tory, also have sold the leading hardware jobbers 
in Pennsylvania, Maryland, District of Columbia, 
Upper New York State, Ohio and Michigan. 
Salary-commission-drawing account. Address Box 
D-942, care of Harpware Ace, 239 W. 39th St., 
me. YZ. City. 














A-1 HARDWARE MAN WELL KNOWN 
IN New England wants position. What have you 
to offer. Can buy, sell or merchandise. Small 
salary. Best of references. Address Box D-938, 
care of Harpware Ace, 239 W. 39th St., N. Y. 
City. 


SAL ESMAN, INDOOR AND OUTDOOR, 
24 years’ experience. 10 years with manufac- 
turer, 10 years with retailer, 2 years with jobber. 
Capable of window trimming, merchandise dis- 
plays, etc. Willing to go anywhere. A-1 refer- 
ences. Address Box "—"% care of Harpwarz 
Ace, 239 W. 39th St., N. Y. City. 

MANUFACTURER’S REPRESENTATIVE 
DESIRES A LINE for the St. Louis area and 
surrounding territory. Trade covered—hardware, 
drug, furniture, variety jobbers, department stores 
and direct buyers among the better retail dealers. 
Well acquainted with the buyers for premium 
items. Have a car. Can furnish A-1 refer- 
ences. Address Box D-893, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


UNIVERSITY GRADUATE, EXPERI- 
ENCED SALES REPRESENTATIVE for na- 
tionally-known manufacturer selling to wholesale 
hardware distributors, chains, department stores 
and premium users will leave present connection 
to affiliate with manufacturers on commission 
basis. Territory preference: Midwest and South- 
ern States. Address Box D-937, care of Harp- 
ware Ace, 239 W. 39th St., N. Y. City. 

BUILDERS’ “HARDWARE CONTRACT 
SALESMAN DESIRES position with manufac- 
turer or wholesale distributor. Capable, reliable, 
efficient, conversant with all detail work and the 
writing of specifications. Has had _ successful 
year in 1939 with manufacturer. Salary or draw 
ing account acceptable. Free to travel. Locate 
anywhere. Christian. Age 29. Address Box 
1-936, care of Harpware Ace, 239 W. 39th St... 
N. Y. City. 


BUYER, WHOLESALE HARDWARE 10: 
YEARS’ experience in automotive, radio, elec- 
trical, cutlery, paints, sporting goods, household 
supplies, tinware, enamelware, etc. Some traffic 
and cest. Electrical and mechanical manufactur- 
ing. Age 31. High school graduate, attended 
business college. Now employed, wants position 
with future. Go anywhere. Address Box D-839, 
= of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 


POSITION WANTED—BY EXPERIENCED 
HARDWARE MAN, 48 years of age, 20 years 
with one of large national jobbers, 15 years of 
which was buyer of staple and heavy hardware, 
last 10 years buyer and department manager of 
AAAI mid-central states jobber for above lines. 
also agricultural goods, plumbing, etc. Would like 
position as buyer, sales manager, or sales repre- 
sentative for jobbing concern or in selling or ad- 
visory capacity with manufacturer. Address Box 
D-894, care of Harpware Ace, 239 W. 39th St., 

















NW. ¥. City. 





Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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{  Poritionn Wanted | 


[Sales Representatives Wanted | || 


Accounts Wanted | 








DIEMAKER, TOOLS AND ALL AROUND 
MACHINIST, twenty years’ experience, seeks 
position, steady or part time, in your shop or 
take cut. Can lay eut own job, from idea, blue- 
print or model; also experimental work. A trial 
would convince you of my ability and accuracy of 
work. References. Address Box D-944, care of 





Harpware Ace, 239 W. 39th St., N. Y. City. 
POSITION WANTED IN ¥ HARDWARE 
DEPARTMENT or store. Have had 20 years’ 


experience as salesman and manager. Can esti- 
mate, install heating systems, have had some 
five years in sheet metal shop. Operated own 
business for nine years for hardware and sheet 
metal work. Am 45 years old and married. 
Would prefer independent ownershiv. not chain 
organizations. Address Box D-943, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 

















SALESMEN WANTED 


Salesmen to handle complete line of na- 
tionally-known factory modernized vacuum 
cleaners fully guaranteed for one year. Only 
salesmen who have other lines catering ex- 
clusively to the hardware trade will be con- 
sidered. We have a nation-wide distribution 
of cleaners and are the largest independent 
manufacturer in this field. Newspaper mats, 
show cards, and other promotional sales helps. 
Permanent display space at the American 
Furniture Mart, Chicago, Illinois. Write to- 
day giving complete references and the terri- 
tory you cover. References required. 


RE-NEW SWEEPER COMPANY 
9591-9593 Grand River Avenue, Detroit, Michigan 














SALESMEN: TO CALL ON JOBBERS, 
dealers, contractors, and commercial consumers 
for established manufacturer of complete line of 
high-grade floor maintenance and finishing mate- 
rials, also automotive polishes and cleaner. Part 
or full time. Liberal commission. Apply by let- 
ter only. Address—W. R. Wakefield, 5134 Lan- 
caster Avenue, Philadelphia, Pa. 

WANTED—SALES REPRESENTATIVES 
IN New England, Pennsylvania, Maryland, Vir- 
ginia, North Carolina and Mississippi River ter- 
ritory for a quality, popular-priced line of horse 
collars, harness and strap goods. Commission 
basis. Address Box D-881, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


PAINT SALESMAN—GOOD OPENING 
FOR two qualified men with some paint follow- 
ing among the larger jobbers, dealers, mill supply 
houses, lumber yards, etc. The line is attractive 








ROPE SALESMEN WANTED — PHILIP- 
PINE MADE Manila Rope sideline, long estab- 
lished trade necessary. 5% commission. Write 
— about yourself giving references. , 

_ D-905, care of Harpware Ace, 239 W. 39th 


EXPERIENCED MANUFACTURERS’ REP- 
RESENTATIVE COVERING LARGE §sarea 
around Kansas City desires additional lines for 
sale to jobber and large industrial accounts. 
Reference and bond if required. Address Box 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full- 
time salesmen. Selling furniture, hardware, de- 
partment stores. Fast patented sellers. Small 
light sample case. Positively world’s finest. Call 
on only best concerns. Best selling season now. 
Address—Dustmaster Corporation, Minneapolis, 
Minnesota. 





MILKER DISTRIBUTOR — SALESMEN— 
Invest $50. and be your own boss; one sale per 
week beats working for someone else; capable 
hard workers earn $3,000. up retail prices as low 
as $69., also amazing new machine by 36-year-old 
company. State full experience. Address—Room 
694A, Anker-Holth Mfg. Co., Port Huron, Mich- 
igan. 


pe 








soneunte Warten | 





)-9 3 3 St. 
_N. Y. City. > fe exe of Harpware Ace, 239 W. 39th St., 
MANUFACTURER’S REPRESENTATIVE 


WELL-KNOWN AMONG the hardware and mill 
supply trade. Traveling southern New Jersey, 
Eastern Pennsylvania, Delaware, Maryland and 
the District of Columbia can use to mutual ad- 
vantage an additional year round line. Address 
Box D-941, care of Harpware AGE, 239 W. 39th 
., HN. ¥. City. 











| Business Opportunities | 











WE WILL PURCHASE FOR CASH 
Any Quantity of 
HARDWARE—TOOLS—PAINT, etc. 

Write what you have to offer. 


MAZER BROTHERS 
The Bourse Phila., Pa. 


Note: We are also cash buyers of entire 
stocks of merchandise—no stock too large or 
too small. 











OLD ESTABLISHED MANUFACTURERS’ 
AGENT COVERING Eastern Pennsylvania, 
Maryland, Delaware, District of Columbia and 
part of Virginia with well established trade 
among hardware jobbers, large dealers and auto- 
motive chains. Wanted—-additional line. Our 
salesmen travel in automobiles and carry samples. 
Address Box D-935, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


MICHIGAN. EXPERIENCED SALES OF- 
FICES Detroit, Grand Rapids, want builders’ 
hardware, lock-sets, butt line or volume items for 
jobbers, larger dealers, lumber trade. Cover 
Michigan by three experienced salesmen, many 
years contact with well established customers. 
Commission only. Will consider Ohio for right 
lines. Address Box D-939, care of Harpware 
AcE, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory, seeks two or three 
non-competing lines. Has following among both 
whelesale and retail trade and can furnish any 
required references as to character, ability, etc. 
Address Box D-921, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





MANUFACTURERS INTERESTED IN 
BUSINESS FROM wholesale hardware houses, 
large retailers, mail order and chain stores in 








large and complete with several fast-selling spe- 
cialty items. Confidences respected. Address— 
The White Company, Manufacturers since 1919—- 
East Biddle Street, Baltimore, Md. 


the Middle West can now be represented by one 


WELL ESTABLISHED HARDWARE, 
PAINT AND housefurnishings stock and _ fix 
tures in thriving town of 700, heart of farm- 
ing section, eastern Washington, for sale by 
owner who wishes to devote time to other busi- 
ness interests. Strictly cash. Invoice approxi- 
mately $5,000. For particulars write—Box D-945, 
care of Harpwark AGE, 239 W. 39th St., N. Y 
City. 

FOR SALE- -ESTABLISHED UP-TO-DATE 
HARDWARE, paint and fousefurnishings store 
in Eastern New York State. Fixtures and stock 
in excellent condition. Inventory at cost, $6,000. 
Owner expects to retire. Will sell for $3,000 
cash. Address Box D-914, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 

















Help Wanted 


WANTED-—-SALES PROMOTION MAN 
AGER FOR general hardware wholesale business 
operating in Western Pennsylvania. Address Box 
D-931, care of HarpwarE Ace, 239 W. 39th St., 
BN. . Cle, 

ROUTE SALESMAN, CHAU FFEUR, ONE 
INTERESTED in advancing with growing con- 
cern; must have initiative and ambition and 
knowledge to make real progress. Give complete 
information “as to experience, capability, will- 





who has had successful results. Address Box D-877, 
-_ of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 


ingness, age, color, height, and _ references. 
Starting salary moderate. Address Box 1-946, 
care of HArpWARE Ace, 239 W. 39th St., N. Y¥ 


City. 








The Story of the 


“Want Ads” 
tisement in HARDWARE 


in the hardware trade. 





“WANT AD” 


A Business paper’s value as a vehicle for 
depends upon how widely and 
thoroughly it is read in its field. Q Every 


classified advertiser in placing his adver- 


taneous evidence of his conviction that this 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 


tising published. 


employer and employee. 
hardware trade most closely know, from observation 


and experience, 


a valuable aid in bringing together buyer and seller. 


widely and thoroughly read by live hardware men. 


@ Its classified columns have proven 
Those who contact the 


that HARDWARE AGE is moss 





AGE offers spon- 


paper is mostly widely and thoroughly read 


HARDWARE AGE ::: 


239 West 39th St., New York City 
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Lciise 


COLORTOP 


FUSES 


THE COLOR TELLS THE SIZE 


BIG SELLERS! 


Everyone likes the all-porcelain 
shock-proof top. Big repeats — 
profitable — nationally advertised. 
Coler-banded cartons—7-color dle 
play box. 


Ask your Jobber for COLORTOPS 
Write for Sample 


TRICO FUSE MFG. CO. 


MILWAUKEE WISCONSIN 


BEAL Liss: 


SPRING WASHERS 


Keep Bolted Assemblies 
permanently TIGHT 


Millions used in all 
types of manufactur- 
ing plants. 

Finest steel—live action. 
Fully Guaranteed by 


BEALL TOOL COMPANY 
East Alton, lil. 



















NEW TYPE QUICK 


i 
CALBAR 


WITH CARTRIDGE EJECTOR GUN 


Use Caulk-O-Seal in the new Vulco Fibre Cart- 
ridge lined with cellophane. Special construction 
of Calbar High Pressure Gun and Cartridge elimi- 
nates all backfiring and leakage. Quick action. 
No waste. Always clean. Caulk-O-Seal is super- 


LOADING CARTRIDGE 





plastic, weatherproof. Holds fast. Easy to apply. 
Comes in Tubes, Cans, Drums, CARTRIDGES. 
Black and 12 Colors. Send for Color Chart. 


YOUR JOBBER CAN SUPPLY YOU. 


CALBAR Paint & Varnish Co. 
Mfrs. of Technical Products 
2612-26 N. MARTHA ST. 
PHILADELPHIA, PA. 
























Genin DOMES & SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Nome 


Rubber Cushion 


Ask your Jobber. If he is 


DOMES of SILENCE, Inc., 35 Pear St. WY. C. 
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EAGLE Rules are superior 
because: 
1. EAGLE Rules possess the ex- 


elusive Strike-Plate Joints which 
guarantee strength and accuracy. 


2. EAGLE Rules cannot be twisted 

or pulled apart. 

Strike-Plates prevent wear on 

markings and cannot come off. 
Order from your Jobber. 


Send for Catalog TODAY! 


ad 





CORP. 
York NY 


EAGLE RULE MFG. 
Point 


Avenue New 


514 Hunts 








ANIAB | A year ‘Round 
"Good Profit'’ 
**Seller"’ 
Not a ‘‘Shelf-Warm- 


tain NI AB UA , cal “nae eee 
* * “/ 4 


season rolls around! 

Plantabbs sell every 
Plantabbs are not a seasonal item. Do not confuse day in the year. 
them with other types of plant foods and Plantabbs Co 
that the hardware dealer sells for nly a short time id 
in the spring when selling other garden supplies. 58 W. Biddle St., 
Nation-wide use of Plantabbs, continuous national ad- Baltimore, Md. 
vertising and beautiful action-getting counter display . 
easels in your store get you year ‘round les and 














good profit. 
Note: Fulton’s Plantabbs are the only plant food con- 
taining Vitamin B; in tablet form for indoor plants 
and garden flowers. (Patent Pending.) 
Eastern Sales Representative : 
0. OC. Jeffords, 61 Broadway, N. Y 
Mid-West Representative: 
W. D. Baker, 22 Third St., Berea, Ohio 
West Coast Distributor: 
H. J. Hoawby <q Co., 1715 North Mariposa Ave., 
Hollywood, California 














tical sales help, 
featuring a B.W.H. 
40 year old success. 
6 gleaming Boston 
Nozzles stand at atten- 
tion in modern setting, 
while 6 more nestle in 
storage bin at back. 


The BOSTON 
NOZZLE 





no ROPE | 
MARKED 


{7 
COLUMBIAN 
Starts with Carcfully Selected Gilne — 


No other cordage mill, besides Columbian, maintains such a complete 


buying, packing and warchouse organization in the far-off Philippines. 
That's why the fibre used in Columbian Rope is quality-controlled. 
This typifies the care and inspection that Columbian 


maintains every step of the way! 


COLUMBIAN ROPE COMPANY 
AUBURN, "The Cordage City,” NW. Y. 
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You Can KNOW Your 
BuiILDERS’ HARDWARE 


Complete from A to IZZARD 


A. H. BROWNELL'S HARDWARE AGE SERIES 
COMPLETE IN ONE VOLUME... A BIG 
$3.00°S WORTH FOR YOU AND YOUR MEN. 
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tive Chart) 

Mortise Cylinder Locks and Latches (Compara- 
tive Chart) 

Trim for Mortise Locks (Comparative Chart) 

Lock Sets 

Schools of Design 

Window Hardware (Comparative Chart) 

Barn Hardware 

Surface Door Closers (Comparative Chart) 

Floor Hinges, Concealed Closers and Thresholds 
(Comparative Chart) 

Door Holders and Stop Devices 

Lavatory Hardware (Comparative Chart) 

Office Building and Apartment Hardware (Sug- 
gested Lists of Locks) 

School House Hardware (Suggested Lists of 
Locks) 

Hotel Hardware (Suggested Lists of Locks) 

Hospital Hardware fseoesied Lists of Locks) 

Federal Specifications 

Sample Rooms 
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There are about 10 ways a hardware man 
can use HARDWARE AGE’S Builders 
Hardware Text Book . . . You can keep it 
in your reference files for immediate, au- 
thoritative information ... you can take 
it home at nights and study its Elemen- 


tary, Intermediate or Advanced Courses 
. +. Or you can give it to that smart, 
young clerk you are training to handle 
Builders’ Hardware to study at home, 
to name three ways to use it. 


A lot of so-called Text Books say they are 
complete, but when you get them you find 
important information missing. Here is a 
Text Book which is complete. It’s written 
by a man who knows his subject backwards, 
forwards and sideways, selling and buying 
Builders’ Hardware, who has the ability to 
tell what to do and what not to do in an in- 
teresting way ... The comparative Charts on 


Finishes; Door Butts, Jambs; Mortise Bit Key Locks and Latches; Trim 
for Mortise Locks; Surface Door Closers and many others are worth the 


price alone. 


When the news got around that we were putting Hardware Age’s “Tak- 
ing the Mystery out of Builders’ Hardware” articles in one fat volume ... 
orders began coming in steadily for this complete 


study. 


You need at least one copy of this Text Book, 
maybe more. Use the coupon below and have a 
copy where it will do you the most good and make 
you the most money, in your store. It’s attractively 
printed, well illustrated to show to customers, and 
sturdily bound to last for years of heavy usage. 
Your copy is waiting. 
















J. HAROLD DUMBELL, 
Exec. Sec., National Contract 
Hardware Assoc., says: 


book to have.” 


“Personally I am looking 
forward to securing for 
my files a bound copy of 
the complete course 
when it is finished. 
It will be a handy 


ALL THE REALLY IMPORTANT 
THINGS and MORE, in this VOLUME. 


HARDWARE AGE 


239 West 39th Street, New York, N. Y. 


Gentlemen: Send me 


TEXT BOOK at $3 per copy. 
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| NAME 
| FIRM NAME 
| ADDRESS .. 
cy ... 


A. H. BROWNELL, 
Author 








copy (ies) of the BUILDERS’ HARDWARE 
“] Attached is my remittance. 
[) Send me invoice with book. 
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DEALER HELPS THAT REALLY HELP DEALERS 


local advertising where it does the most good..news- 
papers, billboards, radio in your name 


sales-getting direct-mail promotions 
compelling full-color posters, displays, and color cards 


colorful modern containers 


VITA-VAR’s MODERN MERCHANDISING PLAN 
FIRST QUALITY PRODUCTS enables you to meet competition 
famous for 52 years at a profit—with quality products! 


have won the confidence of paint- 


ers and homeowners everywhere WRITE TODAY! for more sales and more profits this year... get the facts! 
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taal V/TA-VAR CORPORATION fail 


PAINT ENGINEERS 


y PAINT ENGINEERS SINCE 1888 »« NEWARK +» NEW JERSEY + U.S.A. 
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~ 1843-Suppreian’s MVETY-SEVEN YEARS OF HONORABLE SERVICE-1940 
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DIAMOND EDGE IS _A QUALITY PLEDGE 


Success to You in Your Coming National Hardware Open House, April 25 to May 4 
Shapleigh National Series No. 2316. HARDWARE AGE 











